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Gladys the beautiful receptionist 
says she sees they’re simplifying 
the income tax and she wonders 
if Uncle Sam knows that by elimi- 
nating it altogether he could quit 
worrying about the paper situa- 
tion. 

SR 2 


Calvert Distillers is getting dis- 
tinguished models for its “men of 
achievement” series, and it’s just 
too bad that so few of the real 
achievers succeed in looking the 
part. 

7 ¥ 


You’ve probably read the good 
news that Schick Injector razor 
blades are again on the market, 
and now all you have to do is to 
find out whether your old holder 
was sacrificed in the scrap drive. 


oo. 2 


Advertising men who write re- 
sort copy are so climate conscious 
that the agencies which are open- 
ing offices in Los Angeles, Miami, 
Mexico City and other nice sound- 
ing spots may be able to take their 
dick of the available manpower. 


a. ww 


“The prancing, exhorting witch 
doctor,” remarks Hygeia, “finds no 
place among civilized people.” 

Yes, but there are still a few of 
the faithful who carry buckeyes 
to ward off rheumatism. 
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Now that the Electrical Manu- 
facturers’ Information Center has 
been established, the debate over 
whether to call it “radionics” or 
“electronics” may be settled once 
and for all. 

vy¥see? 


“Tex” Roden has been boosted 
into the management of American 
Home Products’ new food depart- 
ment, but chances are he is still 
much more excited over the big 
sales of his new mystery thriller. 


, i wee 


Offering the best possible rea- 
son for wanting a new job, an 
agency aspirant remarks, “Income 
tax hard to pay with this year’s 
income.” But he might have pro- 
vided universal appeal by stopping 
after the first five words. 
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CAB ratings, according to C. E. 
Hooper, Inc., may be placed “in 
the shifting sands of whim-swept 
board meetings.” 

Didn’t they bar brass knucks a 
few years ago? 
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“Don’t shoot your gas pump 
man,” urges the Anderson Com- 
pany, which no doubt would be 
perfectly willing to underscore the 
exhortation if he turned out to be 
a she. 

a ee 


The Dies committee has inti- 
mated that it intends to look into 
Walter Wi hell’s broadcasts. It’s 
really amazing how that guy con- 
tinues to get all the possible news 


a breaks. 
ra oa 9 


Walter Lippmann bemoans the 


Mfact that politicians “charge, ac- 
mcuse, berate, defend, but never 


tiseek to persuade.” 
® Hasn’t he ever heard that a 
istatesman is a dead politician? 


a oe 


' Returning travelers from the 
— South Pacific insist that the favor- 
Fite Yuletide hymn of Yankee 
doughboys in those parts was 
something entitled, “I’m dreaming 
of a White Horse Christmas.” 
Copy Cus. 


Deductions for 
Advertising Win 


Truman's Approval 


But He Warns Against 
Good Will Building 
at Public Expense 


Milwaukee, Wis., March 24.— 
Sen. Harry S. Truman, chairman 
of the Senate committee to inves- 
tigate the war program, told the 
Milwaukee Advertising Club last 
night that “it is entirely proper” 
for the government to absorb most 
of the cost of war advertising con- 
tributed by established producers, 
but he warned that “war baby” 
corporations should not be per- 
mitted to bid for good will at the 
public expense. 

The Missourian praised the job 
privately contributed advertising 
has done for the war, asserting 
that “the dangers and difficulties” 
of doing such a job by paid gov- 
ernment campaigns are “obvious.” 
In addition to weakening the inde- 
pendence of advertising media, he 
said, the entry of government into 
the field would have resulted in 
“more or less disruption of the 
advertising industry and of the 
press and of the radio” as a result 
of the hiring of talent and making 
of contracts for time and space in 
competition with private business. 

The voluntary system has en- 
abled the government to get its 
campaigns to the public, and has 
“strengthened the industry in that 
it has enabled agencies to hold 
their staffs together and to obtain 
fees for advertising, much of which 
would not otherwise have been 
placed,” he said. 


Called ‘Proper Expense’ 


Turning to the tax laws, Sen. 
Truman pointed out that much of 
this advertising has been charged 
by advertisers on their books as 
an expense before profit, “thus 
reducing the amount of profit on 
which federal income taxes are 
payable.” 

“This means that much of the 
advertising is indirectly paid for 
by the government,” he continued, 
“and to the extent that the gov- 
ernment has obtained value from 
the war campaigns which I have 
referred to, it is entirely proper 
that it should pay the expense.” 

The Senator said different con- 
siderations should be applied to 
the three types of corporations 
whose advertising is used. To 
those who are engaged in civilian 
production, war advertising is 
actually a sacrifice, for they give 
up “what otherwise might be a 
source of profit to themselves,” 
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BITS OF CARELESS TALK 


PREFERRED—The poster which tells a 
story with both word and picture is the 
type of action-compelling art work by 
leading illustrators and agency art di- 
rectors working with OWl. This one 
was drawn after consultation with 
Newell-Emmett, War Advertising Coun- 
cil task force agency for information 
security campaigns. 


Postage Revenue 
Shows Extensive 
Gains for 1943 


Washington, D. C., March 22.— 
Postal revenue from _ periodicals 
under the second class mailing 
privilege jumped $1,746,101 in 1943 
over the previous year as a result 
of a 5% increase in the tonnage 
of matter sent through the mail, 
Postmaster General Frank C. 
Walker reported today. 

The audited revenues from 1,487,- 
979,573 pounds of second class 
mail handled by the department 
totaled $26,149,649, Mr. Walker 
said. The actual increase in sec- 
ond class tonnage for the year 
amounted to 70,903,093 pounds. 

Advertising portions of the pub- 
lications subject to zone rates 
weighed 481,851,163 pounds, on 
which $12,215,071 was collected. 
The weight of the reading portions 
was 656,157,190 pounds, which 
netted $9,865,468 to the Post Office 
Department, at the 1% cent per 
pound rate. While no 1942 figures 
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Co-ops Map 


Plans for 


International Trade Group 


Export Managers 
Oppose Controls 
on Foreign Trade 


Want Government Aid 
Only if Essential, 
Executives Say 


New York, March 22.—Taking 
issue with the expressed views of 
a government spokesman, vigorous 
opposition to government direction 
of postwar foreign trade was voted 
today by conferees attending the 
two-day annual session of the Ex- 
port Managers Club of New York. 

Opposing the suggestions of 
Philip Young, assistant to the ad- 
ministrator of the Foreign Eco- 
nomic Administration, several hun- 
dred export executives neverthe- 
less went on record in favor of 
active assistance from the govern- 
ment—when and if asked in special 
situations which arise. 

Only a few dissenting hands 
were raised when the conferees 
voted on a proposal from the floor 
that the group express itself on 
the question of being freed from 
government controls, with industry 
permitted to use its own initiative 
and resources in foreign trade. 
From the floor a member summed 
up the thinking of the trade on 
government help this way: 

“We want it available — if we 
think we want it.” 


‘Disservice’ to Country 


Use of government machinery in 
maintaining and expanding foreign 
trade had been urged earlier by 
Mr. Young, who said “it would be 
a disservice to the country to en- 
courage premature abandonment of 
such machinery which is designed 
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Last Minute News Flashes 


LaFollette Hits Ads of Margarine Makers 


Washington, D. C., March 24.—Sen. Robert M. LaFollette, a leader 
in the fight against revision of federal regulations on the sale of mar- 
garine, charged today that margarine manufacturers “are bombarding 
the consuming public with glittering advertisements presenting oleo- 


margarine as great chunks of golden yellow goodness.” 


Asserting that 


the Federal Trade Commission “should go after such advertising at 
once,” the senator said margarine makers “conducting the biggest ad- 
vertising campaign in their history” had “resorted to the deception” so 


that their product “resembles the appearance of butter.” 


Senator La- 


Follette said his complaint against margarine advertising had already 
been considered by the FTC, in a case against Best Foods, Inc., but that 
the commission had dropped its charges when informed that the com- 
pany had discontinued such advertising. The practice has since been 
widely revived by other manufacturers, he said. 


Kellogg Show Expands to Full Mutual Net 

Battle Creek, Mich., March 24.— Tested out since last September 
over the Yankee Network, the musical variety show, “Jack Berch and 
the Three Suns,” will be expanded to the full Mutual network April 3 


in behalf of Kellogg Company’s All-Bran. 


The show, Kellogg’s fifth 


network program, will be aired Monday through Friday at 1:15 to 1:30 
p.m., EWT. Kenyon & Eckhardt, New York, is the agency. 


Hatch Joins Emery Agency as V.P. 

Baltimore, Md., March 24.—William A. Hatch, account executive 
with Griswold-Eshleman Company, Cleveland, and prior to that with 
Van Sant, Dugdale & Co., Baltimore, has resigned to become vice- 
president of Emery Advertising Company, Baltimore. 


New Company Would 
Include Operations 
in Four Fields 


BY FERD KOPP 


Chicago, March 23.— United 
States and Canadian cooperative 
associations, through National Co- 
operatives, Inc.,-and the Coopera- 
tive League of the U. S. A., this 
week set into motion a gigantic 
program for domestic expansion 
and a world trade of their own on 
a nation-to-nation basis. 

National Cooperatives, Inc., is 
the buying and manufacturing 
agency of nearly 2,000,000 mem- 
bers of consumer and purchasing 
cooperatives in the United States 
and Canada, while the Cooperative 
League is the educational and pro- 
motional organization. Meeting 
here this week, representatives of 
the two organizations proudly took 
stock of the co-op movement’s 
sensational growth in recent years, 
then quickly turned to the business 
at hand—that of implementing 
their expansion plans. Before the 
meeting ended they had: 

l Approved the incorporation of 

* the International Cooperative 
Trading & Manufacturing Associa- 
tion, which would operate in four 
fields—(a) foodstuffs; (b) farm 
supplies; (c) petroleum products; 
and (d) general supplies. This 
agency would not only trade and 
distribute goods, but manufacture 
them also, being designed as an 
extension of the co-ops’ present 
— activities to a world-wide 

asis. 


To Invade Big Cities 


2 Initiated an ambitious pro- 
* gram to enroll members in the 
nation’s big cities on a scale pro- 
portionate to those already en- 
rolled in rural districts, with 
emphasis placed on cooperative 
housing projects. 
3 Recommended that surplus 
* government commodities be 
distributed on a non-profit basis 
after the war to prevent the 
“profiteering and scandals that fol- 
lowed 1918-1919.” To this end they 
suggested that a government com- 
mission be formed to handle the 
distribution of surplus goods and 
that it include representatives of 
the co-ops, agriculture, labor and 
small business. 
4 Mapped plans for a vast ex- 
* pansion after the war of their 
present not inconsiderable distri- 
bution of electrical appliances for 
the home and farm. 
5 Voted to hold their Centennial 
* Congress Oct. 9-13 at the 
Morrison Hotel, Chicago, and to 
invite representatives of co-ops in 
England, Scotland, Sweden, China 
and Latin-American countries. 


Plans ‘Freedom Fund’ 

6 Voted to launch a “Freedom 

* Fund” for the relief and re- 
habilitation of co-ops in foreign 
lands, particularly in war-torn 
countries of Europe and Asia. 
While contributions will be ac- 
cepted now, the official drive for 
funds will not open until Sept. 1. 

First venture of the interna- 
tional trading association is ex- 
pected to be in the oil field, with 
the development of a big foréign 
market seen by leaders as bolster- 
ing the co-ops’ already strong posi- 
tion on the domestic oil scene. 
With the purchase last year of the 
$5,000,000 Globe Oil & Refining 
Company and the $4,000,000 Na- 
tional Refining Company, the co- 
ops became the largest single in- 
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dependent petroleum operator in 
the nation. 

Continually adding to their hold- 
ings, the oil co-ops currently own 
296 wells, ten refineries, and four 
pipe lines totaling 1,000 miles. 
They are confident that within the 
next 20 years they will become the 
single greatest factor in the oil 
field, pointing to savings of one 
cent a gallon in gasoline retailing, 
another quarter of a cent in 
wholesaling and 2% cents a gallon 
in producing and refining opera- 
tions. Moreover, they assert they 
have not yet begun to realize the 
maximum economies that can be 
achieved from integrated opera- 
tions because their acquisition of 
the producing and refining phases 
of the business have been too 
recent a development. 


Rural Sales Heavy 


While at present they handle 
only 2% of all U. S. oil and gaso- 
line sales at retail, they account 
for 22% of all the petroleum busi- 
ness in rural districts. Anticipated 
expansion of the co-ops in the 
urban districts is expected to boost 
sales tremendously. 

In their invasion of the cities, 


the co-ops will be aided by both 
the AFL and CIO, as well as by 
their own resources, many co-ops 
having lumber yards, appliance 
plants and home furnishings fac- 
tories that can supply practically 
everything needed for housing 
projects. In addition, co-op spokes- 
men say, they have some 1,100 
retail food stores, 100 of which 
have been opened since the start 
of the war, as well as nurseries 
and restaurants. 

Beginning with retail services, 
co-ops have expanded to whole- 
sale and then producer levels. 
Currently they own 112 factories, 
mills and refineries, turning out 
food, feed, cosmetics, farm ma- 
chinery, seed, coal, lumber,’ fer- 
tilizer, etc. Since the first of the 
year they have bought a red cedar 
mill ($250,000) in British Colum- 
bia; a feed mill in Oklahoma and 
another in Texas; made the first 
entry in the coal field by buying 
a part interest in coal mines in 
Harlan County, Ky.; and the Texas 
co-ops are negotiating now for the 
purchase of a $2,000,000 refinery 
which would bring the total num- 
ber of co-op refineries to 11. 

In addition, the co-ops have 


numerous chick hatcheries, which, 
they point out, will play an impor- 
tant part in feeding Europe after 
the war because poultry raising is 
one of the fastest ways known of 
producing food. 


Wholesale Volume Gains 


Indicative of the growth of the 
co-ops is the report given at the 
meeting by Howard Cowden, sec- 
retary-treasurer of National Co- 
operatives, who pointed out that 
the wholesale volume of 16 affili- 
ated regional cooperatives jumped 
from $48,000,000 in 1939 to $129,- 
000,000 in 1943. 

By far, however, the greatest 
volume of business is done in farm 
supplies. According to the De- 
partment of Agriculture the busi- 
ness of the farmers’ purchasing 
co-ops totaled $600,000,000 for the 
1942-43 season, a gain of 66% over 
the past three years. In 1939-40, 
purchases amounted to $358,000,- 
000. Add the purchases of mar- 
keting cooperatives—organized by 
producers to facilitate marketing 
of their crops—to those of the buy- 
ing co-ops, and a total of $750,- 
000,000 is reached for last year. 
This, similarly, is a 66% gain over 
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THE MONTHLY SURVEY AND DIGEST OF WHAT’S NEW IN METALS: 


A NEW AND UNIQUE EDITORIAL SERVICE 


New developments come thick and fast in the metal industry. They bob up in 


many places — in magazine articles, in new products or improvements, in litera- 
ture issued by a manufacturer, or in an engineering talk or lecture., 


Now —for the first time — all of these developments are surveyed, very briefly 
digested, and presented each month in one new editorial service featuring: 
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reviewed and calendared for the future. 


lectures of the American Society for Metals 
and the iniportant regional and annual ac- 
tivities of other engineering groups will be 
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The Review of Literature 
the engineering, 
Prepared by one 
the Battelle Mem 
articles dealing with metals, 
scope. This is an editorial serv 


industry. 


esos ond 


further information. 


A. P. FORD 
7301 Euclid Ave. 
Cleveland 3, Ohio 

Endicott 1910 


—a complete, up-to-th 
scientific and industrial magot 
of industry's outstandin 
orial institute, this review cla 
and briefly annotates 
ice never before given tot 


7301 EUCLID AVENUE + + = = 


DON HARWAY 
816 West Sth St. 
Les Angeles 13, Calif. 
Mutual 8512 


e-minute survey of 
ines of the world. 
g research organizations, 
ssifies all magezine 
thelr content and 
he metal 


” RESERVE SPACE NOW 


Geared to fast accurate reporting, The Review is 3-column 
tabloid format, offering standard advertising units of 1/9 
and 2/9 pages at base rates of $75 and $148, respectively, 
less the regular agency commission and cash discount. 


Covering more than 28 specific fields in the metal producing 
and metal working industries, certain ideal locations are now 
available forayour advertising, guaranteeing extremely high 
visibility. Act now—wire or write our nearest office for 


CLEVELAND 3, OHIO 


CHESTER L. WELLS 
11 West 42nd St. 
New York 18, N.Y. 
Chickering 4-2713 


SOLVES CONTAINER PROBLEM—Armour & Co. saves its truck 


osters, which 

are changed each month, and has them die cut and folded to make serviceable 

shipping cases such as this for forwarding displays to the Armour organization, 

thereby solving WPB's L-317, prohibiting use of corrugated board for pack- 
aging of ad material. 


the $448,000,000 worth of business 
done in 1939-40 by the two groups. 

Co-ops operate in diverse fields, 
and for most of them 1942 figures 
are the latest available. That year 
1,400 service stations with 645,000 
members registered $179,000,000 
worth of sales; 2,400 retail stores 
with 500,000 members did $160,- 
000,000 worth of business; 50 com- 
modity co-ops with 18,200 mem- 
bers netted sales of $6,150,000. 
Then there are the service co-ops, 
ranging from funeral groups which 
do $265,000 worth of business 
annually, and _ student co-ops 
which sell $2,800,000 of room and 
board yearly, to thriving coOopera- 
tive credit unions that total $370,- 
000,000 a year. 


Insurance Sales Soar 


The movement’s biggest insur- 
ance co-op is Farm Bureau Coop- 
erative Insurance Services. Regis- 
tering sensational gains last year, 
it bought the Eureka Maryland 
Company, an old line insurance 
business, and wrote $23,500,000 in 
new life policies for a total of $81,- 
000,000 now in force. Its cash 
premiums on fire insurance aggre- 
gated $618,940 last year, and auto 
—_—- coverage stood at $232,- 

87. 

That co-ops are firm believers 
in the efficacy of advertising was 
stressed by James Moore, publicity 
and advertising director of the 
Farm Bureau Mutual Insurance 
Companies (auto, life and fire) 
and the Ohio Farm Bureau Coop- 
erative Associations, who revealed 
that last year those organizations 
spent $250,000 advertising in farm 
papers and other media. 

The co-ops are resentful of 
efforts made by the Central Coor- 
dinating Committee and other 
groups to have their patronage 
dividends taxed as profits. Term- 
ing as “misrepresentation” the 
charge that the dividends are 
profits, the co-ops contend that 
the dividends are really over- 
charges that are returned to cus- 
tomers. That the co-ops’ oppon- 
ents have made some headway is 
indicated by the new tax bill 
which requires cooperatives, along 
with labor unions, to report in- 
come to the Treasury Department. 

Should their opponents be suc- 
cessful in their tax aims, co-op 
leaders threaten to revise their 
traditional policy of selling at the 
market price and resort to price 
cutting—an activity, they assert, 
that would prove more injurious 
to their foes than to the co-ops 
themselves because the resultant 
publicity would stimulate further 
interest in the cooperative move- 
ment. 


AD MANAGER TELLS 
CO-OPS’ POLICY 


New York, March 23.—Because 
cooperatives are owned and con- 
trolled by their member - patrons, 
they are under obligation to come 
out and speak in their behalf. This 
is the essence of the advertising 
and merchandising policy of con- 
sumer and purchasing cooperatives 
in the U. S. and Canada affiliated 
with National Cooperatives, James 
Proebsting, advertising manager, 
announced today. 

Under this policy, approved by 
the sales and advertising commit- 
tee and the board of directors of 
National Cooperatives, co-ops will 
point out the limitations as well 
as the advantages of a given prod- 
uct in their advertising. If a com- 
modity does not come up to ex- 
pectations, the co-op will tell its 
members to buy something else, 
Mr. Proebsting said. 


Mollin Does Not. 
Sell ‘Chic’; Uses 


Exclusive Outlets 


Chicago, March 22.—The Mollin 
Company, St. Paul, distributor of 
home permanent wave sets, does 
not distribute or sell Chic perma- 
nent wave sets, as reported in the 
March 13 issue of ADVERTISING AGE, 
according to the company. Mollin 
distributes Mollin permanent home 
wave kit, while Chic is distributed 
and sold by the Linhall Company, 
described as “an organization 
having different ownership than 
that of the Mollin Company.” 

For more than ten years, Mollin 
asserts, it has sold its product to 
only one dealer in any city or 
town, and has not sought wide- 
spread distribution in department 
stores and chain stores, but has 
maintained exclusive distribution 
for its product. 

The company also asserts that 
the $100,000 to $200,000 advertis- 
ing appropriation mentioned as a 
possible 1944 expenditure for the 
Mollin set is too low, and _ that 
Mollin spent more than $250,000 
in advertising its product in 1943, 
and expects to spend between 
$250,000 and $350,000 in advertis- 
ing during 1944. Its advertising 
expenditures to date are reported 
— approximately $2,000,- 


Hamilton Watch Starts 
New Magazine Series 


Hamilton Watch Company, Lan- 
caster, Pa., has released a new 
series of full-page ads starting 
with April and May issues of Life, 
Look and National Geographic. 
Although still mentioning the com- 
pany’s war work, copy will look 
ahead to the day when jewelers 
will again sell Hamilton watches. 

Each ad will feature an impor- 
tant occasion when the gift of a 
watch would be appropriate, and 
the slogan “A watch worth wait- 
ing for’ will appear under the 
company’s signature. Copy will 
remind readers that their neigh- 
borhood jeweler is gift headquar- 
ters. As in 1943, the full-page ads 
will be supplemented by frequent 
smeall-space reminder ads in a long 
list of national magazines. Batten, 
Barton, Durstine & Osborn is the 
agency. 
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Send your entries 
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NATIONAL 
WAH-THEME 
AWARDS 


345 Madison Ave., New York 17, N. Y. 


Sponsored by 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N.Y. 
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The most impoclant women in America 


The millions of young Wage Earner housewives in whose homes and hands rest the new wealth of the nation 


No, this is not a typical Wage Earner housewife. She is younger, | That’s the net result of patient, earnest, able editing — shooting 
and will be in the market longer. She has more of the many de- _a notch over the heads of the “run of the mill” readers. All our 
sirable features from an advertiser’s point of view...more money functions are aimed at getting above average readers. 

which she spends more wisely...better sources of information to 
give her and her children a better life...more “standing” in her 
neighborhood. 


Surveys, and the confident investments of responsible ad- 
vertisers, are reasonable evidence that we get and deliver these 
better, younger Wage Earner housewives... important yester- 

She and some two and a half million others like her read day...the “super market” today...and the bed-rock of brand 
Macfadden Women’s Group magazines. futures tomorrow. 


MACFADDEN WOMEN’S GROUP 


EDITED FOR THE Beller Half” OF YOUNG WAGE EARNER AMERICA 


TRUE ROMANCES - TRUE EXPERIENCES - TRUE LOVE and ROMANCE - RADIO MIRROR + PHOTOPLAY 
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N.Y. lawmakers 
Refuse to Pass 
Fair Trade Bill 


Albany, N. Y., March 22.—With 
the Mahoney-Reoux bill pigeon- 
holed in an assembly committee, 
the New York legislature has ad- 
journed without taking final action 
on the fair trade measure endorsed 
by the New York State Council of 
Retail Merchants and other retail 
groups. 

The bill, outlining unfair trade 


practices, would have prevented 
companies from selling to em- 
ployes products which they did not 
actually manufacture or distribute, 
and would have prevented mis- 
leading advertisements featuring 
prices. It has been approved in 
the senate by a three to one ma- 
jority, but failed to reach the as- 
sembly floor. 

The legislature killed a proposed 
chain and department store tax 
bill which carried a straight levy 
of 25% on organizations owning, 
operating or managing three or 
more units in the state, and on de- 
partment stores with a gross an- 


nual income of $1,000,000 or more. 

The lawmakers approved a bill 
licensing and regulating dispens- 
ing opticians, but rejected the 
Anderson - Milmore bill which 
sought to curb certain types of 
advertising of eyeglasses, lenses, 
frames, etc. 


Barnes to LeFever 


H. F. Barnes, formerly on the 
advertising staff of the Arkansas 
Gazette, Little Rock, Ark., has 
joined Gerald T. LeFever & As- 
sociates, Little Rock agency. 


Hoffman Radio Corp. 


Breaks Poster Drive 

Hoffman Radio Corporation has 
initiated a three-month poster 
campaign in California, Oregon, 
Washington and Arizona to inform 
the trade and the public that it is 
the successor to the Mission Bell 
and Mitchell-Hughes radio com- 
panies and also to illustrate the 
postwar radio sets it plans to make. 

Half of the 260 panels showing 
in 22 cities are illuminated. The 
campaign, after a hiatus in the 
summer, will be resumed in the 
fall. 


At Home on the Range 


How we should like to share in that dinner, Mrs. Perkins! The heaped 
platter of crisp salt pork with baked potatoes and thick cream gravy .. . 
side dishes and trimmings galore ... finally that deep dish apple pie, 
juicy and redolent with spice, served warm from the oven shelf. The 
farmer’s wife prepares hearty meals for hearty people—substantial food 
that sticks to the ribs—and Farm Journat brings her the favorite recipes of 
America’s best rural cooks. We wish more farmwives could read them regu- 
larly, but the paper shortage holds our editions to about 24% million copies. 


GRAHAM PATTERSON, Publisher 


\ 


Farm JOURNAL scours the country for cooking news, and brings to its 
laboratory kitchen the farm women who have achieved special reputations 
—from Iowa, to demonstrate the harvest dinners— from Maine, to show 
the art that can go into a New England boiled dinner . .. Gourmet or not, 


however, you will enjoy with relish the world’s largest and most influen- 
tial rural magazine. 


¥ JOURNAL 
s+ Farmers Wife 


JOURNAL 


ONE 


Of the FIRST FOUR 


General Magazines 


covers the rural market 


Washington Square, PHILADELPHIA 


bic te 
‘Adman of Year’ 
Award Presented 
to C. E. Gischel 


Newark, N. J., March 22.—Pres- 
entation of Industrial Marketing’s 
“Copy Chasers” award to C. Elmer 
Gischel of Walter Kidde & Co. as 
industrial advertising’s “man of 
the year” for 1943 was made at 
the meeting here last night of the 
Industrial Marketers of New Jer- 
sey. 

Mr. Gischel, formerly advertis- 
ing manager of Kidde, and ele- 
vated recently to the post of direc- 
tor of product development, re- 
ceived the award from Charles B. 
Groomes, vice-president of Adver- 
tising Publications, publisher of 
Industrial Marketing. 

In accepting the award, Mr. 
Gischel declared that the prepa- 
ration of good industrial advertis- 
ing is the result of the combined 
efforts of many minds. “This 
presentation,” he said, “should 
rightly be made to industrial ad- 
vertising’s ‘team of the year.’” 

He stressed three points which 
advertising men should try to fol- 
low, urging them to (1) connect 
yourself with the right kind of 
product; (2) strive for cooperation 
from other organization heads; 
and (3) work closely with the 
selected advertising agency. 


Sarnoff Called by Army; 
Harbord Assumes Duties 


David Sarnoff, president of the 
Radio Corporation of America, has 
been called to active duty as a 
colonel in the Army signal corps. 

Maj. Gen. James G. Harbord, 
U.S.A., retired, chairman of the 
board, will take over active man- 
agement of RCA during Mr. Sar- 
noff’s absence. Mr. Sarnoff pre- 
viously had served as a colonel in 
the signal corps but returned to 
his civilian post about a year ago. 


Night Club 
with a low 


Coverage Charge 
ew ys 


Yj 


IP 


KG0 is running a make-be- 
lieve night club...courtesy of 
Bill Baldwin! Bill knows his 
bands, musicians and records. 
Add to this a clever use of 
sound effects and recorded in- 
terviews with big-name band 
leaders, and you can see wh 

the KGO NIGHT CLUB is 
awaited in thousands of Bay 
Area homes...Mondays thru 
Fridays at 10:30 p. m. Here’s 
the way to get full coverage at 
low charge...just another rea- 
son why the San Francisco 
radio picture HAS changed! 


Call your Blue Spot Representative or 
write direct for details 


SAN FRANCISCO - OAKLAND 


810 K.C. * 7500 WATTS 
Blue Network Company, Inc. 
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industry to come out flat-footedly against many of the 
revolutions supposed to take place in the 194X house. 
& While other publications and some companies 
foolhardily predicted revolutions in the postwar house, 
we staked our reputation by proclaiming that nothing 
of the kind would happen. & When we first came 
out boldly against the freely predicted revolutions, ours 
was not the popular viewpoint in the industry. We 
could more easily have “‘gone along” or “‘sat on the 
fence.”” But PRACTICAL BUILDER has always main- 
tained a policy of conscientious, courageous, forth- 
right expression. This policy has gained us our enviable 
good will, prestige, leadership. 4 Since our original 
editorial on this subject, appearing in PRACTICAL 
BUILDER October '42 and our series of newspaper ads 
to the public, we are happy to see many publications 
and manufacturers following our same thinking. 4 
As we have said repeatedly: “The industry will 
greatly improve and advance as time goes on—by 
evolution not revolution.” 


Here are a few samples of editorials, research 
bulletins, Red Letters (dating as far back as 
the early part of 1942) published by PRAC- 
TICAL BUILDER in the interest of keeping the 
postwar home on a practical and realistic 
plane. 


MAY CONTRACTORS’ CATALOG 


The May Contractors’ Catalog and Construction Manual issue 
of PRACTICAL BUILDER is an annual service to our industry. 
Because of paper restrictions there will be no solicitation for 
advertising this year, as there will be only a restricted amount 
of space available. 


"PRACTICAL BUILDER 


59 EAST VAN BUREN STREET CHICAGO 5 
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Sees Postwar Jobs 
in Distribution, 
Service Fields 


Manufacturing Won't 
Provide All Work, 
Wilson Points Out 


Washington, D. C., March 23.— 
Charles E. Wilson, president of 
General Motors Corporation, told 
members of the House postwar 
planning committee today that mil- 
lions of postwar jobs will be cre- 
ated in the distribution and service 


fields to make possible full employ- 
ment of war workers and returned 
veterans. 

Reviewing the plans of his own 
company, Mr. Wilson said General 
Motors would employ 200,000 per- 
sons in distribution, compared 
with 130,000 before the war. The 
General Motors president told the 
committee that full utilization of 
the working force would result in 
a higher standard of living for the 
entire country. 


Predicts Double Employment 


Mr. Wilson said that General 
Motors would employ 400,000 per- 
sons after the war, compared with 
201,000 in 1939. Pointing to the 
expansion of the distribution force, 
he said it was foolish to expect 
that all the postwar jobs would 
come from the production side of 
industry. 


During the war, Mr. Wilson 


said, the durable goods industries 
have expanded 114%, and their 
employment has jumped from 4,- 
638,000 to 9,643,000. Non-durable 
goods industries, including cloth- 
ing and food processing, employ 
6,563,000, compared with 5,879,000 
in 1939. 

Of 16,000,000 persons engaged in 
manufacturing in 1943, 9,200,000 
were producing munitions, he told 
the committee. 

The General Motors president 
remarked that “this is the only 
country in the world that made its 
war effort without sacrificing its 
standard of living.” Asserting that 
our standard of living “has per- 
haps gone up a little,”” Mr. Wilson 
declared that this had been pos- 
sible because of the expanded 
working force and the expanded 
working week. “I subscribe to a 
theory of production and plenty, 


and not of restriction and scarc- 
ity,” Mr. Wilson declared. 

Speaking as a Detroit automobile 
manufacturer, Mr. Wilson said 
automobile plants must be “at least 
20% reconverted when the war 
ends.” “I want the flow of mate- 
rials started and the paper work 
done,” he said, “so the day I send 
a telegram to my war suppliers to 
stop shipments, they will get a 
telegram to start shipments of 
postwar products.” 


Need Machine Tools 


To start reconversion, Mr. Wil- 
son said it was important that ma- 
chine tools be released as quickly 
as possible; that production of war 
materials stop as soon as they were 
no longer needed, and that the 
government discontinue its prac- 
tice of stockpiling materials that 
are no longer scarce. He men- 
tioned the recent decision to re- 


a. aa 


Tax day isn’t too far off when we'll 
join the children in their games or 
read a good book while the menial 
tasks about the home are done by 


mechanical hands. 


In the meantime, it’s good judg- 
ment to get a firm grip on your 
curiosity and impatience concern- 
ing the wonderful things expected 
of the future. They’re coming, yes— 
but not with a rush immediately the 
war ends, They'll put in an appear- 
ance one by one. The shift will be 


gradual—it will be evolution rather 
than revolution. 


For the manufacturer expecting 
to reach American homes with news 
of post-war products, the large cen- 
ters of population, such as Phila- 
delphia, offer the quickest route. 
Philadelphia, third largest city, is 
especially accessible, for nearly 4 
out of 5 of its families regularly 
read one newspaper, 


That newspaper is The Philadel- 
phia Evening Bulletin. It goes home 


in the city of homes. Its circulation 
exceeds 600,000— is the largest eve- 
ning newspaper circulation in Amer- 
ica. It is the leading Philadelphia 
newspaper—has been the leader 39 


consecutive years, 


IN PHILADELPHIA — 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more War Stamps from your newspaper boy 
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lease aluminum for experimental 
purposes as a step in the right 
direction. 

Meanwhile, John M. Hancock, 
co-author with Bernard M. Baruch 
of the report on postwar planning, 
told the House banking and cur- 
rency committee that no time 
should be lost in developing pol- 
icies to govern the sale of surplus 
property. 

Mr. Hancock said that in the 
case of civilian goods where sur- 
pluses represented only a few 
months’ production of the indus- 
try, it might be best to place the 
goods on the market immediately 
and get them out of the way. For 
other items, where _— surpluses 
might amount to many times the 
annual production of the industry 
involved, delays would be neces- 
sary to protect employment. 


Holds Industry Aid Valuable 


Mr. Hancock expressed confi- 
dence that industry advisory com- 
mittees which will be set up to aid 
in the sale of consumer goods and 
other surplus property will pro- 
vide the government with sound 
advice to enable marketing of the 
goods at the best return to the gov- 
ernment and with the least dis- 
ruption to industry. 

While surpluses will continue to 
appear, Mr. Hancock said that no 
real problem would arise until the 
war was over. Such surpluses as 
appear meanwhile should be sold 
immediately while the markets 
will absorb them, he said. Other 
surpluses should be moved as soon 
after the war as possible, while the 
need for consumer goods is great. 

Mr. Hancock saw no danger that 
speculators would obtain’ the 
goods, asserting that so long as the 
quantities were large enough, there 
would be no possibilities of corner- 
ing the market and selling at a 
large profit. He paid tribute to 
John L. Sullivan, assistant secre- 
tary of the Treasury who will di- 
rect sale of consumer goods, as- 
serting that he had known Mr. 
Sullivan for years and that they 
“understood each other.” 

Surplus Property Administrator 
W. L. Clayton, appearing before 
the committee, said that Treasury 
Procurement and RFC had been 
instructed to “test the market and 
make sure they have got the mar- 
ket price” before selling. He, too, 
asked delay in adopting legislation 
until his agency had a better 
chance to study its problems. 

Rep. Fred L. Crawford of Mich- 
igan praised a statement by Mr. 
Sullivan which outlined Treasury 
plans for handling consumers 
goods. The plan, reported in ApvVER- 
TISING AGE Feb. 28, calls for crea- 
tion of advisory committtees of 
merchandising experts, and sales 
in lots small enough to permit par- 
ticipation of all established mer- 
chants. 


Names Hendrickson 


James C. Hendrickson, asso- 
ciated with the chain industry for 
the past 20 years, has been named 
general sales manager of the In- 
ternational Chain & Mfg. Com- 
pany, York, Pa. 


A ‘YOU CAN'T 
/ COVER MICHIGAN 
‘WITHOUT... 


world. 
67,959 population. 


THE BATTLE CREEK 


QUIRER «x» NEWS 


So long as people 
eat, Battle Creek fac- 
tories will be busy— 
its food products are 
used throughout the 
nation — all over the 
A city of 
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HOW ADVERTISING AGE PROMOTED 


THE DRIVE FOR 


Sept. 6 — Paper Curtailment Seen 
Inevitable for Next 9 Months.— 
Editorial; ‘‘Can We Increase Paper 
Production?"’ 

Sept. 20 — Nelson Warns of Fur- 
ther Newsprint Cuts Next Yeor 
Sept. 27 — Container Corp. Asks 
Public Help in Paper Salvage — 
Editorial; ‘‘Utilizing Our Waste 
Paper Resources"’ 

Oct. 4 — Chairman International 
Paper Co. Warns Pulpwood Lack 
Serious—Newsprint Ration Troubles 
Aired at SNPA Parley —WPB Sets 
Up 7 Regional Pulpwood Production 
Offices 

Oct. 11—WPB Details Its Efforts to 
Enlorge Paper Supply — Canada to 
Rule Pulpwood Cutting Essential In- 
dustry—Editorial; ‘‘Canada's News- 
print Policy’ 

Oct. 18 — Complete Plans for New 
**Save Paper’’ Drive — N. J. Town 
Solves Problem of Salvaging Paper 
Oct. 25 — Push Salvage To Reduce 
Shortage of Paper, Trade Begs — 
Editorial; ‘'10,000,000 Tons of 
Waste Paper"’ 

Nov. 1 — ANPA Head Says Dailies 
Will Aid in Paper Salvage — Maga- 
zines Agree to New 15% Paper 
Slash in "44 — New ‘‘Save Paper’’ 
Campocign Started by Canadian 
Board 

Nov. 8 — Fight Paper Waste Cam- 
paign Readied by U. S. Agencies — 
Canada Pulp Cutters Get Higher 
Priority — ANPA Lays Plans for Pa- 


PAPER SALVAGE 


per Salvage Drive—Packaging Field 
Faces Critical Material Shortage — 
Agencies Asked to Cut Frills from 
Promotion Items 

Nov. 15 — Newspapers Join Drive 
to Collect Waste Paper—War Coun- 
cil Book to Aid Paper Salvage Drive 
— Efficient Salvage Program Would 
Ease Paper Shortage — Reclaimed 
Paper Tested on Press of New York 
News 

Nov. 22 — Cooperation Called Key 
to Success in Waste Paper Drive — 
Newspanver Group Agrees to Gen- 
eral 23% Cut for "44 


Nov. 29—Balance Between '44 Pa- 
per Supply and Demand Seen — 
Manual to Guide Waste Paper Drive 
Ready for Dailies—Comic Magazines 
Join in Waste Paper Drive 

Dec. 6—War Council Book Tells 
How to Save Paper — Waste Paper 
Used in Test Runs by Chicago Trib- 
une — Use of Catalog Paper Cut to 
85% of 1941 Levels — Canada Pulp 
and Paper Industry Recruits Workers 
Dec. 13 —WPB Completes Industry- 
Wide Plan for 25% Paper Cut — 
OW! Compiling New ‘Fight Waste"’ 
Booklet for ADmen 

Dec. 20—Report WPB Scales Down 
Allocations of Pulp to Mills — Help 
Wanted! To Save a Million Tons of 
Paper 

Dec. 27—Newsprint Slash to Hold, 
Nelson Tells Publishers —Waste Pa- 
per Collections in Shorp Upturn 


Translating \deas 
(nto Hetion 


@ Ideas are effective only when translated into action. And their best 
catalyst is aggressive news treatment of dynamic situations which de- 
mand movement and direction. That's in brief the editorial theory and 
performance of Advertising Age. 

When the paper situation became critical, our thorough analysis of 
the news showed that one thing which could be done immediately to 
improve supply was to increase the tonnage of waste paper salvaged 
from the tremendous quantities regularly destroyed in American house- 
holds all over the land. | 

A campaign was started — with a barrage of editorials, news stories, 
interviews and technical discussions which showed that 10,000,000 tons 
of waste paper a year are available for salvage — more than enough 
to supply the pressing needs of the paperboard industry and to supple- 
ment importantly materials available for the production of newsprint. 
Attention was focused on a section of the problem where ACTION could 
be had — and a national program was started and is now being put into 
execution which will go far toward solving a problem which has threat- 
ened the maintenance of advertising and merchandising facilities. 

This is typical of the opportunities for service constantly open to the 
National Newspaper of Marketing — bringing the weight of regular and 
forceful news and editorial treatment to bear on situations where com- 
plete knowledge of the facts, plus rapid and repeated dissemination of 
vital information, will clear the way for general co-operation and effec- 
tive action. That is business journalism at its highest — geared to the 
practical problems of industry which demand clarification and solution. 

The great staff of editors and correspondents all over the nation who 


compose the news-gathering and idea-promotion facilities of ADVER- 


TISING AGE can focus the attention of the advertising world on situations 


which need correction. Theirs is the-biggest assignment ever handed to 


a group of business paper editors. 


Advertising Age 
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Paper Shortage 
ls Still Growing, 
OWI Survey Warns 


Washington, D. C., March 24.— 
Combined industry and govern- 
ment efforts stopped the decline in 
pulpwood production during the 
last half of 1943, but the decline 
leveled off at a rate lower than 
necessary to meet requirements, 
the OWI warned today in a com- 
prehensive survey of the paper 
shortage situation. 

Reviewing the history of the 


SIMPSON-REILLY, sass. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. 


growing paper shortage and the 
measures that have been taken to 
meet what has become the nation’s 
No. 1 war goods bottleneck, OWI 
said the pulpwood inventory has 
now dropped to 75% of normal; 
that waste paper inventories at 
the end of 1943 were nearly 
100,000 tons below the same period 
of 1941, and that despite conserva- 
tion and limitation orders, con- 
sumption of almost all types of 
paper and paperboard was higher 
last year than before the war. 

OWI blamed the paper crisis on: 

1. Shortage of manpower; dur- 
ing the last quarter of 1942 and 
into the first quarter of 1943, 
woods labor was lost to the draft, 
construction work and to war 
plants. In addition, normal sup- 
plies of Canadian migrant labor 
were lost. 


Trucks Wearing Out 


2. Wearing out of trucks; the 
pulpwood industry has received 
only about 12% of its normal truck 
requirements. 

3. Decline in imports; Scandi- 
navian sources have been lost; 
imports of pulpwood in 1944 will 


be 300,000 cords below 1943, wood- 
pulp 178,000 tons, and newsprint 
120,000 tons. 

In addition to restrictions on the 
use of paper, OWI listed the fol- 
lowing steps taken by industry and 
government to beat the shortage: 

1. In January, 1943, Selective 
Service included pulpwood cutting 
among the types of work which 
qualified a farm worker for defer- 
ment. 

2. In February, 1943, WPB, to- 
gether with the Department of 
Agriculture and farm journals, 
undertook a program to encourage 
farmers to cut pulpwood in their 
farm woodlots. 

3. In the spring, the WPB asked 
for prisoners of war for woods 
work. Without mentioning when 
they were received, OWI said 
4,000 prisoners are in the woods in 
the important pulpwood areas of 
the South, 1,200 in Minnesota and 
Michigan, and another 3,000 are 
expected in the North. 

4. In June, 1943, the war activi- 
ties committee of the pulpwood 
consumers industry organized the 
Victory Pulpwood Campaign to 
encourage farmers, timberland 


the 


... who read 


RADIO-CRAFT 
this month 


Back in civilian life he was a 
radio technician . . . 
army major in the U. S. Signal 
Corps, but he continues his peace- 
time habit of buying his monthly 
copy of RADIO-CRAFT because it 
“Keeps him posted” on the fast- 
moving tempo of wartime Radio- 
Electronic developments. 
typical of these 47,000 men now 
vitally engaged in communications 
work for the military and essential 
industry, who are “bridging the 
gap” with RADIO-CRAFT ’til that 
future day when they will take im- 
portant 
RADIO-ELECTRONICS 


dustry of tomorrow. 


The readers of RADIO-CRAFT 
are the 
gentsia of America—who know all 
there is to know about the new 
promising field of Electronics. 


now he’s an 


He is 


laces as the engineers of 
in- 


Radio-Electronic Intelli- 


You can get a bird’s eye view of 
post-war Electronic and Radio 
Merchandising by reading our 
new booklet 


AHEAD”. It’s free. Send for it. 


RADIO-CRAFT 


““LOOKING 


25 West Broadway 
New York 7, N. Y. 


owners and casual labor to pro- 
duce pulpwood. 

5. Also in June, pulpwood cut- 
ting was declared an essential in- 
dustry to stop pirating of workers. 

6. In August the newspaper 
pulpwood committee organized 
1,400 local pulpwood committees 
in farm communities. The Depart- 
ment of Agriculture organized a 
timber production war project of 
the U. S. Forest Service to help 
timber producers. 

7. In September, WPB appointed 
six regional pulpwood representa- 
tives and regional meetings were 
held throughout the country. 

8. In October, Selective Service 
arranged for farmers to maintain 
their draft status during off-season 
work in the woods. 

9. WMC, through the U. S. Em- 
ployment Service, adopted a special 
program to encourage woods work, 
particularly by publicizing the fact 
that agricultural workers could 
shift to the woods. 

10. In November, the War Food 
Administration called on county 
war boards to help. 

11. In December, the national 
farm organization initiated a cam- 
paign to stimulate production in 
the four northeastern states. 


Waste Paper Need Shown 


Waste paper, OWI pointed out, 
is important to the manufacture of 
paper and paper products because 
an average of more than one pound 
of waste paper is used for every 
two pounds of woodpulp. Yet in 
1942 inventories were 543,000 tons, 
+ lee to 384,000 at the end of 


After the early paper drives, 
OWI said the government organ- 
ized a continuous effort to bring 
in 667,000 tons of waste paper a 
month, calling on the War Adver- 
tising Council, 75,000 industrial 
plants and all daily and weekly 
papers, magazines, business papers 
and motion pictures for assistance. 

Under this effort, receipts have 
climbed steadily from 499,000 tons 
per month in September, 1943, to 
533,000 ‘tons in January, 1944, but 
are still below the goal. 

Since 72.1% of the paper and 
paperboard goes directly into the 
war effort or into uses in support 
of the war effort, supplies of pulp- 
wood and woodpulp have been 
carefully allocated to all users. 
The paper group consumes 65.7% 
of the woodpulp, although it rep- 
resents only 48.7% of our produc- 
tion. The paperboard group, which 
is a relatively light user of wood- 
pulp, supplies 51.3% of the output 
from the remaining 34.3% of raw 
material. In this group are the V 
boxes in which food and ammuni- 
tion are shipped overseas, and 
other containers. 

Newsprint, while a heavy user 
of woodpulp, is mainly imported. 
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CARTER DISTILLING COMPANY 


VOUR OWN DEALER WILL SUPPLY Vou! 
CLIP TRIS COUPON-—MAIL IT TOUS! 


Cee Drottang 1 eek om me ely ene beer ah _— 
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RATION PLAN—Carter Distilling Co. 

used large-space copy in Chicago 

dailies to explain its whisky rationing 

plan, a voluntary consumer program. 
(Story on Page 35.) 


Without attempting to explain the 
falling off of the newsprint sup- 
ply, of which only 23% is manu- 
factured in this country, OWI 
reported that the supply in 1943 
was below the amount available 
in 1941, although consumption re- 
mained so high that inventories 
were used to meet demands. 


Outlines Paper Use 


Consumption in 1943 was 8% 
below 1941, OWI said, and will 
be 19% below 1941 this year. In 
a resume of the projected effect 
of the current restrictions, OWI 
said 140 publishers, representing 
8.7% of the total number in the 
industry, who consume over 1,000 
tons each per quarter, or 78.36% 
of the paper which will be used, 
will make 92.8% of the saving 
under the sliding scale arrange- 
ment. Of 10,000 weeklies, except 
for perhaps half a dozen who use 
more than 25 tons per quarter, 
none will make any cuts. Of 1,610 
publishers of daily newspapers, 
654 will escape cuts for the same 
reason. 

Of the 1,398,000 tons of book 
paper available, about 46% will go 
to commercial printers; 35% to 
magazines and 11% to books. 

The government, the report says, 
uses only 1.2% of the paper and 
paperboard. A fraction over a 
quarter of 1% of the total news- 
print for the first quarter of 1944 
was required. The total amount 
was 2,240 tons, of which 1,223 went 
to the Treasury and 627 to Con- 
gress. Total book paper used was 
10,647 tons, representing 3% of the 
supply, with the Treasury using 
1,984 tons of it. 


tory of these two states. 


ye 4 


daily newspaper. 


member of either the 


Chicago 1 
35 E. Wacker Drive 
Phone; STAte 7942 


DO YOU WANT Facts? 


If so, why not get the facts about market conditions and 
buying habits as they really are today. 


In Indiana and Michigan various essential industries have 
located in almost every city of 5,000 population and over. 


Agricultural cash income is up to the highest point in his- 
people have little time to read anything but their local 
Make your advertising effective by placing it in newspapers 


where you know it will be read — the home town daily. 


In 27 Indiana and 27 Michigan markets that paper is a 


INDIANA LEAGUE of HOME DAILIES 


or the 


MICHIGAN LEAGUE of HOME DAILIES 


For further facts phone or write 


SCHEERER & CO. 


New York 17 
441 Lexington Ave. 
Phone; Murray Hill 2-2423 


25 years experience serving newspapers in the national advertising field. 
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subscription for one year and send me a bill for $2.00. 
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At the 


. I consider that it ‘must' 
be read immediately upon receipt, 
and I enjoy it thoroughly. 


In the past six to eight months 
it has been interesting to note 
the frequent references which 

I hear to The United States News 
at social affairs as weil as at 
my club at the regular noonday 
luncheon." 


H. W. Fox, Vice President 
LAMPORT, FOX, PRELL & DOLK, INC. 


The news of national affairs is gathered, 
reported, spot-analyzed, forecast by 
The United States News in Washington 
—at the source—through the largest 
fact-gathering organization of its kind in 
the world . . . Quick, reliable, complete, 
The United States News is invaluable in 
helping the top men of business form 


policies and make important decisions... 


OuUrce 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures. Pictograms are in 


simple English—clear, crisp, concise. 


Daniel W. Ashley, 
Vice President in charge of Advertising 


r NEWS OF NATIONAL AFFAIRS~—more than ever important in the periods that lie ahead 
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CED Urges Full Ad, 


Sales Promotion 
Plans for Industry 


Handbook Details 
Steps Recommended 
by Consultants 


New York, March 22.—Adequate 


advertising and sales promotion 


plans were urged by the Commit- 
tee for Economic Development this 
week as one of the concrete steps 
to be taken by industrial employ- 
ers in planning for high postwar 
levels of production and employ- 
ment. 

Six major steps in postwar plan- 
ning by individual businesses are 
formulated in a new CED hand- 
book, “Planning the Future of 
Your Business,” now being dis- 
tributed by local committees or- 
ganized in mere than 1,400 com- 


munities in all parts of the coun- 
try. It was prepared by a special 
committee of the Association of 
Consulting Management Engineers, 
and is to be followed by a hand- 
book dealing with the problems of 
wholesalers and retailers. 

As the first step in the planning 
procedure, the committee recom- 
mends that one individual be 
made responsible for postwar 
planning, and that his responsi- 
bilities be clearly defined. Step 
two calls for the planning of prod- 
uct programs, including an analy- 
sis of prewar products and a study 
of new products which may be 
introduced to consumers after the 
war. 


Market Analysis Urged 


Detailed suggestions concerning 
the company’s advertising and 
sales promotion plans are con- 
tained in the section on marketing 
and sales programs, which also 
urges a complete analysis of mar- 
kets; review of the company’s 
marketing practices; review of the 
sales organization; and the setting 
up of plans for budgetary control 
of selling and distribution ex- 
penses. 


The handbook recommends 
these steps: 

(1) Build up a direct mailing 
list of customers or prospects. Re- 
vise your present list. 

(2) Set down in writing what 
you wish to tell customers about 
your postwar products. 

(3) See that your selling tools 
are adequate — catalogs, samples, 
display cases, etc. 

(4) Take steps now to main- 
tain interest in your products and 
retain customers’ good will until 
the war ends. 

(5) Review the advantages and 
disadvantages of supplying private 
brands for large outlets after the 
war. 

(6) Decide whether you should 
develop more active relationships 
with your trade associations or 
other groups. 

(7) Acquaint your advertising 
agency with your postwar sales 
program; set them to work on the 
needed advertising. 

“Anything which reaches the 
public regarding your company, its 
products or its policies constitutes 
a part of your public relations 
work,” the handbook reminds 
business concerns. “Review care- 
fully all the ways in which the 


public receives impressions about 
your company — either in printed 
literature, advertising, or per- 
sonal contacts. Even such a small 
thing as the attitude of the girl 
at the switchboard can be im- 
portant. 

“This need not wait for postwar 
action. The story you have to tell 
of your business as a part of 
American enterprise should be 
told now.” 

Other major steps recommended 
by the CED group include: de- 
termine manufacturing facilities 
required; estimate employment re- 
quirements, define jobs, plan em- 
ploye training; and estimate the 
operating funds needed and plan 
their sources. 


‘Err on the High Side’ 


“The switch from war materials 
production to civilian products,” 
the handbook says, “represents the 
greatest opportunity that Ameri- 
can industry has ever had to make 
a complete re-appraisal of its 
methods and procedures. Your 
business judgment should prefer- 
ably err on the high side. High 
employment after the war means 
that there should be five jobs 


Advertising Age, March 27, 1944 


when there were four jobs before 
the war.” 

The volume of goods that will 
be needed cannot be provided by 
the production levels of 1940, it is 
pointed out in an introduction to 
the booklet by Marion B. Folsom, 
treasurer of Eastman Kodak Com- 
pany, Rochester, and chairman of 
the CED field development di- 
vision. 

“We must be prepared for post- 
war expansion of at least one- 
third more,” he said. “Our re- 
sponsibility as business men is to 
plan the future and to plan it con- 
fidently. If we fail to do this, 
others will step in and make the 
decisions, provide the jobs, de- 
termine production. And we, the 
business men of America, will 
have no right to complain.” 


19 New Members 
Admitted by ABC 


The Audit Bureau of Circula- 
tions, Chicago, has admitted 19 
new members—Carrier Corpora- 
tion, Syracuse, N. Y.; Chesebrough 
Mfg. Company, New York; Dunlop 
Tire & Rubber Goods Ltd., To- 
ronto; H. J. Heinz Company of 
Canada, Toronto; Sperry Corpora- 
tion, New York; Standard Brands 
Ltd., Montreal; The House of Sea- 


gram, Montreal; William Wrigley 
Jr. Company, Chicago; Zonite 
Products Corporation, New York; 
Canadian Advertising Agency 
Montreal; Hill Blackett & 
Chicago. 

Sun-Journal, New Bern, N. C.; 
Herald, Yakima, Wash.; Republic, 
Yakima, Wash.; and Aircraft-Age 
(formerly Air Age); Comic House 
Group; National Comics Group 
(quarterly unit); National Comics 
Group (monthly unit); and Na- 
o- Bottlers’ Gazette, all of New 

ork. 
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ANA Names Brown 


Robert B. Brown, assistant vice- 
president of Bristol-Myers Com- 
pany, New York, has been named 
head of the magazine committee of 
a Association of National Adver- 

isers. 
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Advertisers use the Classified section of 


telephone directories to direct sales and 


service business to their authorized outlets. 


The Classified is on the job 24 hours a day 


in homes, offices and factories. 


Place your trade mark in the telephone 


books that cover your markets. Under it, 


list the names, addresses, telephone numbers 


of your representatives. Then customers and 


prospects can easily find your local outlets. 
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Trade Mark Service helps keep your 


trade name before the public, helps main- 


tain good public relations for your dealer 


organization. 


Call the business office of the telephone 


company for a Directory Representative. 


You will also find detailed information in 


the General Magazine section 


of Standard Rate & Data, under 


“Telephone Directories.” 


KVOO—! station—is 
the only advertising 
medium blanketing 
Oklahoma's richest 
market* consisting of 
the 30 counties of the 
Magic Empire, PLUS 
substantial markets in 
bonus counties in 
Kansas, Missouri, and 
Arkansas. Now a 
thriving, steady mar- 
ket, the area will offer 
still greater oppor- 
tunities in the post- 
war period, with new 
permanent industries 
now being establish- 
ed. KVOO blankets 
the area. 

Source: *State Retail Sales 


Tax, December, 1943, Okla- 
homa Tax Commission. 


Si; 


EDWARD PETRY & ¢ 
= Incorporated 


National Rep 
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ore 
will 
tis 
om, H 
= is your best customer 
di- 
>st- 
re. e Naturally, we know you’re neither a supplier of furnishings 
on- to a zoo, nor a distributor of necessaries to an aviary. Only | 
the figuratively do we ask you to accept the emblem of the United f 
= States, pictured here, as the symbol of the American he so 
perfectly typifies. 

This American is neither a Jeeter Lester, content to exist 
~ - in a shack on Tobacco Road, nor a Stuyvesant De Pester, 
—% satiated with the flesh pots on Park Avenue. He’s the John 
Ton Jones of Main Street, U.S.A., a meat-and-potatoes sort of guy i 
~ who, multiplied by millions, constitutes our great aspirational 
ney middle class . . . the most permanent and productive market 
9 . for your products. 
cy, 
3, John Jones, his wife, their family are the progressive people 
ie of your community, the pay-their-bills, strive-and-thrive, vic- 
—— tory-garden-neighbor sort of folks whose substantial purses 
~ provide the firm foundation for your profits. 
= These people dictate the publishing policy of The American 
Magazine; their ballots, cast at the newsstands, elect and select 
mm the editorial balance we maintain between instructive, con- 
Ang structive articles, on one hand, and fine fiction by the best 


contemporary authors, on the other. 


No! The American Magazine is no accident! Its editorial 
inspiration is derived from the aspirations of the multi- 
millions of “people who give a damn.” That’s why far-seeing 
advertisers have come to regard it as their happy medium 


to America’s middle millions. 


THE CROWELL-COLLIER PUBLISHING COMPANY 
250 PARK AVENUE, NEW YORK 17, N. Y. 


- THE HAPPY MEDIUM TO AMERICA’S 
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MIDDLE MILLIONS | 
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Employment in Distribution 


Most of those who are worrying 
about the postwar employment 
problem are thinking largely in 
terms of manufacturing, because 
our war industries have absorbed 
such a tremendous number of 
workers who formerly were en- 
gaged in non-production activities, 
such as the distribution and service 
fields. It is not generally realized 
that the latter normally account 
for one-half of the workers of the 
country, as compared with one- 
fourth in manufacturing and an 
equal number in agriculture. 

We believe that the postwar 
planning committee of the National 
Association of Manufacturers, of 
which Wilfred Sykes, president of 
Inland Steel Company, is chair- 
man, performed an exceedingly 
useful service in emphasizing this 
factor in its recent report, copies 
of which have been printed and 
are available for study. 

It is pointed out, for example, 
that a plant now employing 6,000 
people in war production could 
reduce its personnel to 3,000 when 
it resumes washing machine pro- 
duction, and at the same time pro- 
vide a livelihood for an equal 
number of people beyond the ship- 
ping platform. 

“For mass production of con- 
sumer durables,” the report says, 
“cannot be maintained without 


Advertisers 


The research project which has 
been financed by Time, Inc., and 
will be carried out by the Univer- 
sity of Chicago, to determine 
whether freedom of the press is 
menaced by any condition or 
group, will consider advertising in 
its possible effects on restriction of 
the press. The latter term, it is 
pointed out, is intended to include 
not only publications, but radio, 
news reels and all other avenues 
for the dissemination of informa- 
tion to the public. 

We think that this may be an 
extremely interesting and valu- 
able investigation, particularly be- 
cause so-called liberals are con- 
stantly in the habit of asserting 
that advertisers control the poli- 
cies of publications which solicit 
or accept their business. The 
assumption that editors would be 
reformers and radicals if not con- 
trolled by advertisers, through 
their business offices, is made 
easily and without any attempt at 
proof or confirmation. 

Yet the same “liberals” are now 
attacking Reader’s Digest because, 


the facilities for mass distribu- 
tion, which involve _ transporta- 
tion, warehousing, display, selling, 
financing, installation and service. 
The end of the production line is 
like a fan-like web, reaching out 
hundreds of miles and finding an 
anchorage in the homes of other 
workmen.” 

This statement omits the large 
volume of employment created by 
advertising and all the manufac- 
turing and service facilities which 
it requires. When the hundreds 
of thousands of individuals en- 
gaged in advertising and its sup- 
porting activities are enumerated, 
it is obvious that here, too, is a 
tremendous pool of postwar em- 
ployment which is capable of 
considerable expansion in the de- 
velopment of effective distribution 
plans for all types of products. 

A valuable service could be per- 
formed by tabulating the total 
number of potential employes in 
the various advertising, manufac- 
turing and service groups which 
together make up this particular 
industry. Like other phases of 
distribution, it would be seen to 
represent no mean element in the 
non-manufacturing fields capable 
of contributing successfully to 
high level postwar employment, 
which can be based only in part 
on maximum, production. 


andjEditors 


they assert, it is as conservative 
in its policy as other magazines 
which they think are influenced 
by advertisers. The fact that edi- 
tors and publishers may develop 
their own ideas of economic, social 
and political policies without pres- 
sure from advertisers hardly seems 
to have occurred to this group. 

The fact is that advertising pro- 
vides solvency for publications and 
enables them to be free of obli- 
gations to any particular group 
which might like to bend the press 
to its own purposes. We now have 
the unedifying spectacle of news- 
papers and magazines in neutral 
Europe accepting advertising from 
German sources, and publishing 
their propaganda at the same time, 
because they would otherwise be 
unable to live. American adver- 
tising probably could divert the 
propaganda to a more favorable 
channel, but it would still not free 
the press unless the latter devel- 
oped sufficient diverse sources of 
advertising and other revenue to 
enable it to be independent of all 
of them. 


IT'S THE PAPER SHORTAGE AGAIN 


"Unless I'm mistaken, it's carrying a 


—Pepsi-Cola Company 
sign saying, ‘Drink Pepsi-Cola, 5c.’ 


Pep, It's Wonderful! 


Joe Howard and Carl Erbe, who 
supply nourishment for the body 
and soul at Cafe Zanzibar, New 
York, have restored our faith in 
the ingenuity and resourcefulness 
of the American business man. 
They have had a little help from 
a publicity office, so the credit 
will have to be split several ways, 
but there seems plenty for all. 

As all of you know, the current 
version of the revenue law calls 
for a 30% federal tax on night- 
club checks, effective April 1, and 
there have been those who have 
expressed some concern over the 
effect of this tax on the patronage 
of such organizations. To set the 
record straight, and to get all the 
facts on the table, Cafe Zanzibar 
produced a four-page “practical 
analysis of the 30% tax as it af- 
fects the cafe industry,” which 
was, we are told, “especially com- 
piled for the use of the members 
of the Fourth Estate.” 

This astounding document not 
only provides fascinating facts and 
figures about the operation of a 
New York cafe, but its major pur- 
pose is to prove that the new 30% 
tax “proves to the public what a 
real bargain it gets for its dollar 
in the average soundly-operated 
cafe.” It points out that, come 
April 1 or thereafter and you go 
to Cafe Zanzibar and order the 
featured $2 dinner, which now 
comes to $2.60 with the tax, you 
are still getting four to six hours 
of*food, show and dancing at a 
bargain; as the boys point out, the 
three ingredients of the evening, 
if purchased in separate doses, 
would undoubtedly come to $6 or 
$7, or maybe more (“All right, 
the evening might last a couple of 
hours longer, but you have to go 
to bed some time”). 

So Joe and Carl, assisted by 
their publicity men, want the 
newspaper boys and the world 
at large to realize that the new 
30% tax won’t make every cafe 
patron a sucker—it will just serve 
to remind him of the wonderful 
bargain he’s been getting and 
probably not appreciating. 

If you’re curious as to how Cafe 
Zanzibar breaks down its cost, 
that information is available also. 
The $2 dinner (minus the tax) 
breaks down this way: the dinner 


itself comes to 72 cents; the big 


floor show costs you 87 cents; the 
dance music runs to 35 cents; and 
a modest 6 cents goes to cover the 
items of service, rent, staff, and 
advertising. Exactly how this 
breakdown of costs checks with 
the accompanying statement that 
Cafe Zanzibar’s show and music 
cost in excess of $6,000 weekly, 
while advertising, staff, rent, ad- 
ministration and other overhead 
run $10,000 weekly, we are unable 
to figure out. But we never did 
understand the mathematics of 
night clubs. 


Bond Suggestions 


General Mills’ “Modern Mill- 
wheel,” which frequently does 
things of which we approve, de- 
voted a full page during the 
Fourth War Loan drive to a chart 
designed to help employes ear- 
mark their bonds for postwar 
plans or needs. Under eight major 
headings—The House, Furnishings, 
Household Appliances, Apparel, 
Transportation, The Yard, Educa- 
tion, and Recreation and Travel— 
it provided a number of suggested 
items and spaces in which to mark 
the “estimated cost in war bonds,” 
winding up with a grand total of 
estimated cost, a figure for bonds 
already bought, and finally the 
additional amount needed to make 
the postwar dreams come true. 


One Man Checker 

Ted Oakie, account executive 
with J. M. Mathes, Inc., New York, 
tells of an agency man who bought 
magazine space for a client in a 
Spanish - speaking country where 
no circulation checking services 
were available. To see that he 
was getting the circulation con- 
tracted for, the agency man went 
direct to the printer and counted 
the covers as they came off the 
press. 


Jottings 

Quote of the week: “If we were 
to make today such domestic 
products as automobiles, refrig- 
erators, electric and gas ranges, 
washing machines, and radio sets 
on the same basis as goods are 
now being produced, costs would 
be 50% higher than they were 
preceding the war’—R. C. Cos- 
grove, general manager, manufac- 
turing division, Crosley Corpora- 
tion. .. 
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The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2307. Tri-Cities Market. 


The Moline Dispatch and Rock 
Island Argus have issued this mar- 
ket data covering the tri-city area 
composed of Moline and Rock 
Island, Ill., and Davenport, Ia. It 
provides up-to-the-minute facts 
about population, industry, etc. in 
the Moline-Rock Island territory, 
termed the “farm machinery cap- 
ital,” and reports on the coverage 
by the Dispatch and Argus. 


No. 2308. Grit Copy Testing Plan. 

Grit has issued this folder, 
which tells, with text and ex- 
amples of copy layouts, how the 
publication’s copy testing plan 
works. Two or four advertise- 
ments of the same size and shape 
can be tested in a single issue of 
the story section, the folder re- 
ports, and because Grit is a 
weekly, the average advertiser 
secures approximately 75% of the 
complete returns within 10 days 
after issue. 


No. 2309. American Builder’s In- 
ventory Survey. 


A report on product inventories 
of retail lumber and building ma- 
terial dealers is offered in this new 
study, issued by American Builder. 
The survey covers 43 building ma- 
terials and products; analyzes in- 
ventories and postwar require- 
ments by regional breakdowns; 
shows quantities of items needed 
to restore 1941 inventories; and 
gives national totals by geograph- 
ical regions. 


No. 2310. Leading Stores Sell the 
Teens. 

This brochure, issued by Calling 
All Girls, illustrates how retail ad- 
vertisements are built around the 
fashion pages of the magazine, 
how “Calling All Girls’ clubs 
boost teen-age departments, and 
shows examples of other depart- 
ment store tie-ins. 


No. 2303. A survey of Pittsburgh 
Consumers’ Postwar Plans. 


The maps, charts and tables in 
this consumer survey, issued by 
the Pittsburgh Press, provide a 
wealth of information about the 
present wartime Pittsburgh and a 
forecast of the future. The ma- 
terial covers family status, shop- 
ping habits, employment, plans for 


postwar building and improve- 

ments, etc. 

No. 2304. Grocery Outlet Route 
List. 


The Sacramento Bee has issued 
this new route list, which contains 
the names of wholesale and retail 
outlets, with stores arranged for 
quickest coverage, each one classi- 
fied and its affiliations indicated. 
The list includes the name, address 
and telephone number of the store, 
and the name of the person in 
charge. 


No. 2305. 
Stations. 


In this brochure, Columbia 
Broadcasting System analyzes its 
1943 program promotion campaign, 
which was launched last Septem- 
ber and broke simultaneously in 
128 CBS “station cities” through- 
out the country. The report lists 
the material sent to the stations— 
radio announcements, newspaper 
ads, posters, etc.—for use in their 
own markets, and follows up with 
a record of the stations’ use of the 
material. 


Report by 128 CBS 
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Government Gets 
Delay in ‘Esquire’ 


Postage Rate Case 


Washington, D. C., March 22.—A 
court ruling in Esquire’s suit for 
an injunction to protect its second 
class mailing privileges was de- 
layed for at least three weeks 
when attorneys for the publication 
agreed today to give the govern- 
ment until mid-April to file its re- 
ply to a motion pending in district 
court since Dec. 30. 

The postponement was asked by 
Justice Department attorneys, it 
was understood, because Postmas- 
ter General Frank C. Walker was 
not available to approve prepara- 
tions for the court fight which is 
expected to determine whether he 
shall be the sole judge of the 
qualifications for use of the second 
class mail privilege. 

Esquire continues to go through 
the mail at second class rates un- 
der a “gentlemen’s agreement” 
which provides that the magazine 
shall pay the difference between 
second and fourth class charges re- 
troactive to Feb. 29 if the final 
ruling is against it. 


Defends His Stand 


Mr. Walker, meanwhile, renewed 
his assertion that the postmaster 
general is charged with responsi- 
bility for determining whether a 
publication is worthy of second 
class privileges. In his annual re- 
port to the President, Mr. Walker 
declared that “so long as the 
statute laws remain unchanged I 
shall continue to execute them 
with prudence but with diligence.” 

Conceding that “the taxpayers 
have long expressed, through their 
representatives in Congress” a 
willingness to subsidize publica- 
tions which are “published for the 
dissemination of information of a 
public character, or devoted to lit- 
erature, the sciences, arts or some 
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HOLLYWOOD: 633! Hollywood Bivd......... 


special industry,” Mr. Walker in- 
sisted that the public is not willing 
to pay “through general taxation” 
part of the postage on magazines 
which violate the obscenity or se- 
dition statutes, “or which cannot 
by any stretch of the imagination 
be construed as published to ele- 
vate the mind, or improve public 
thought, or disseminate informa- 
tion of a public character.” 
Asserting that this is a matter of 
classifying mail which does not 
involve freedom of the press, Mr. 
Walker said that “it is the duty of 
the postmaster general, and a dif- 


ficult one, to determine whether a 
publication is worthy of the sec- 
ond class mail privilege.” He said 
this “is not a self imposed task, it 
is a duty imposed by Congress.” 

Admitting that there may be a 
difference of opinion “among 
good people” as to whether certain 
publications cater to those who 
seek “impure intellectual pleas- 
ures,” the postmaster general in- 
sisted that “publishers of such 
magazines as a rule go as far as 
they dare, hoping they will not be 
called to account under the laws 
against obscenity.” 


Kimberly-Clark Names 6 


Cc. F. Jenkins has been named 
general sales manager of the Kim- 
berly-Clark Corporation, Neenah, 
Wis. Other appointments include: 
L. Stedman, sales manager of the 
paper division; R. B. Sawtell, sales 
manager of the creped wadding 
products; W. W. Cross, sales man- 
ager of the war products division; 
and A. G. Sharp, manager of sales 
engineering—all with headquar- 
ters in Neenah. G. E. O’Malley 
has been named district manager 
of paper sales in the East, with 
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Names Lewin Agency 

Doggett-Pfeil Company, Spring- 
field, N. J., manufacturer of insec- 
ticides and fertilizers, has named 
A. W. Lewin Company, New York, 
to handle its account. Garden 
pages of eastern seaboard news- 
papers will be used. 


Edna Hoey to Carter 

Edna M. Hoey, formerly with 
William Esty & Co. and Macfadden 
Publications, has been appointed 
media director of Carter Products, 


headquarters in New York. 


Inc., New York. 


These 486 advertisers in the 
first quarter of 1944 had 
many things to say to man- 
agement-men . . . and said 
them in Business Week: 


Ace Manufacturing Corp. 
Acheson Colloids Corp. 
Acme Pattern & Tool Co. 
Acme Steel Co. 
Acme Visible precede, Inc. 
Frank Adam Elec. 
The Addressograph- ultigraph Co, 
Advertisers Publishing C 
Aetna Life Insurance Co. 
Air Express Div. Railway Express Agcy. 
Air-Maze Corp. 
Air Reduction Sales 
Aircraft & Diesel Benipmont Corp. 
AiResearch Mfg. Co. Div. Garrett 
Airtemps Div. of Chrysler Corp. 
Allen Calculators, Inc. 
Allis-Chalmers Mig. Co. 
Louis Allis Co. 
Aluminum Co. of America 
Aluminum Ore Co. 
American Air Filter Co. 
American Qperatens Co. 
American Brass Co. 
American Central Mfg. Co. 
American Chain & Cable Co. 
American Credit Indemnity Co. 
American Cyanamid Co. 
American Engineering Co. 
American Felt Co. 
American Gas Association 
American Lumber & Treating Co. 
American Machine & Metals, Inc. 
American Magnesium Co. 
American S tical Co. 
American P atecony Bovipmont Co. 
The American Rolling Mill 
American Telephone & lame 
(Bell Telephone Laboratories ) 
(Long Distance) (Trade Mark) 
American Viscose Corp. 

{| American Writing Paper Corp. 
Ampco Metal, Inc. 
Anaconda Wire & Cate Co. 
Anchor Post Fence Co. 
Anheuser-Busch, Inc. 
Armstrong Cork Co. 
Art Metal Construction Co. 
Association of American R.R. 
Assn. of Preformed Wire Rope Mfgrs. 
Atlas Corp. 
Atlas Powder Co. 
The Autocar Co. 

Automatic Alarms, Inc. 

Babcock & Wilcox Co. 

Bakelite Corp. 

Baker Ind. Truck Div., Baker Raulang 

Baldwin-Hill Co 


orp. 


3ank of New York 
Bankers Trust Co. 
3antam Bearings Div. , Torrington Co. 
Sarco > he 
3ardco Mfg. & Sales Co. 
jarrett-Cravens Co. 

& Lomb Optical Co. 
Sell & Nowell Co. 
jell Sound Systems, Inc. 
jemis Bro. Bag Co. 
3irdsboro Steel Fd Machine Co. 
Bismarck Hotel, Chicago, Ill. 
lack & Decker Elec. Co. 
Black & Decker Mfg. Co. 
Blackhawk Mfg. Co. 
Blaw-Knox Co. 
The Blue Network 
joeing Airplane Co. 
john Aluminum & Brass Co. 
joice Crane Co. 
treeze Corps., Inc. 
sristol Brass Corp. 
Broderick & Bascom Rope Co. 
L. Brown Paper Co. 
3ryant Laucking Grinder Co. 
fhe Buda Co. 
Buell Engineering Co., Inc. 
Buffalo Forge Co. 
The Bullard <,, 
Bundy Suing Co. 
perrougne Adding Machine Co. 
are Weston Co 

e Philip Carey Mfg. Co. 

The “yo, Steel Co. 
Carrier Cor 
Celanese Celluloid Corp. 


Seabury ore Co. 

Chain Belt Co 

Chase Nat’ Bank of oy o New York 
Chesapeake & Ohio Line: 

Chrysler Corp. 


Clarage Fan Co. 

Cc. P. Clare & Co. 

Clayton Mfg. Co. 

Cleaver-Brooks Co. 

The Colson Corp 

Col. Chem. "Div. rH eittsburgh Plate 
Glass Co 

Combustion Engineering Co. 

Commercial! Credit Co. 

Commercial Investment Trust Corp. 

Commonwealth of Pennsylvania 

Connecticut General Life Insurance Co 

Container Corp. of America 

Continental Can Co. 

Continental Motors Corp. 

Cooper-Bessemer Corp. 

Cook Electric Co. 

Corning Glass Works 

eS Magazine 

Ralph C. Coxhead Corp. 

Crane Co. 
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Davison Chemical 7 
The Delta Mfg. Co. 
Deluxe Products Corp. | 
Denison Engineerin; 
Detex Watchclock 
Detroit Diese! Engine 
A. B. Dick Co. 
Dictaphone Corp. 

iebo Inc. 


v.,G.M. 


Discount Corp. of N 
Henr —~ 
Distillation Products, Inc. | / = 
fg. Co. 
r Plywood Assn. 

Dow Chemical Co. 
Dresser Industries 

Allen R. Dumont Lgborstories, Inc. 
Durez Plastics & Chemicals 
E. I. duPont de oe & Co. 
Eastman Kodak 

Eaton Paper Corp. 
The Ebco Mfg 
F. Eberstadt % So. 
Ediphone Div., Thoma 
Edison Storage Batte 
Eitel-McCullough, In 
Elastic Stop Nut Co. 
Electric Eye Equipme 
Electric werege » eee Co 
Electric Wh 
Electro- aotive iy G.M. Corp. 
Elliott Addressing Machine Co. 
Emerson Electric Mfe. 
Ericsson Screw chine Products Co 
Erie Railroad 
Erie Resiston 


Co 
Felt & Tarrant Mfg. Co. 
Fidelity Machine Co. 
Finnell System, Inc. 
Firestone Tire & Rubber Co. 
Follansbee Steel Corp. 
Food Machinery Corp. 


nanag 


The Fyr- Fyter Co. 
Gaylord Container Corp. 
General Box 

General Electric 

(Air cditicaing}” (Apli. & Merch.) 
re, (Industrial Div.) 
(Lamps, g) yy Phases) 
General wighers Truck 

Geare-Marston, Inc. 


Goodyear Tire & Rubber 
(Mechanical Goods) ( Tnstivutional ) 
Graham Transmissions, Inc. 

Gray Mfg. Co 
Graybar Seectric Co. 
Great Northern Railway 
J. W. Greer ~~ 

Grinnell Co., 


Gulf Oil Corp 
The Edwin Ha ‘Guth Co. 
The Haloid Co. 

ers, Inc. 
Bridge C 
ilton & 


A. & 1. Co 

Hartford Steam Boiler Inspection Co. 
Hearst Newspapers, Inc. 
Hein-Werner Motor Parts Corp. 
Walter E. Heller & Co 
Joshua Hendy Iron Works 
Heppenstal! Co 

Hercules Powder Co., Inc. 
The Hinde & Dauch Paper Co 
R. M. Hollingshead Corp. 
Holtzer-Cabot Electric Co. 
The Home Insurance Co. 

The Homestead, Virginia Hot 
Honan-Crane Corp. 

Hotels Mayfair & Lenox 
Hotels Statler Co., Inc. 
Hughes-Keenan Co 

Hunter Electro- Copyist. Inc. 
Hyatt Bearings Div., G.M. Corp 
Hycar Chemical Co 


Industrial Truck Stati cal Assn. 
Ingersoll-Rand 
Insurance Audit & Insf¥ction Co. 
International Bugingss#ilag es 
International Ch 
International Ha 
Internationa! Mi 
Corp. 
International Ni 
Iron Fireman Mfg Co. 
Jacobs Aircraft ine Co, 


Jenkins Bros. 
Johns-Manville Corp. 
Johnson & Higgins 
Johnson Service Co. 
C. Walker Jones Co. 
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Guardian Life Eevesence Co. of Americe 


Rochester Ropes. Inc. 
Robins & Myers Sales. Inc. 
John A. Roeblings’ Sons Co. 
* 
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avedasy 
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The Kelly-Springfield T 


Keystone Steel & 1 eles ‘0. 
Walter Kidde & 
Koppers Co. 
/ George La Monte & Sons 
; yvelle Aircraft ‘Corp. 


Co. 
Libby-Owens-Ford Glass Co. 
Liberty Motors & Engr. Corp. 
Lincoln Electric Co. 

Lindsay & Lindsay 

The Liquidometer Corp. 

Louden Machinery Co. 

Lyon Meta! Products, Inc. 

P. R. Mallory & Co. 

Manning. Maxwell & Moore, Inc. 
Marchant Calculating Machine Co. 
Marco Co. 

sierine Midland ae Co. of N. ¥. 


Machine Co. 
-Herrington Co. 
stencil Machine Co. 
Casualty Co. 
eer Electric Co. 
Quay- “Norris, oats. Co. 
juis Melind 
e 


rco ae hs Valve Co. 
Mercury Mfg. Co. 
The Meriam Co. 
Metropolitan Life Ins. Co. 
Metrogplitan Oakland Area 
ha aels Art Bronze Co., 
chi 


C1. 
ilwa 
ine 
inne 
odine Mfg. 
onroe Calculating Machine Co. 
Monsanto Chemical Co. 
Montgomery Elevator Co. 
Moore Push Pin Co. 
Philip Morris & CoggLtd., Inc. 
The Glenn L. ‘0. 


or Bus Operators 
rew 


National City Bank ot Cleveland 
National Gypsum Co. 
National Postal Meter Co. 
National Standard Co. 
National Steel Corp. 
Neenah Paper Co 
Nekoosa-Edwards Pa oper Co. 
ew Departure Div., G.M. Corp 
he New Jersey Zine Co. 
ew York Central Systems 
orfolk & Western Railway Co. 
Tee! Pacific Railway Co. 


Ohio Crankshaft Co. 
Oliver rg 2 4 Steel Corp. 
Operadio Mfg. Co. 


John Oster Mfg. Co. 
Owens-Corning Fiberglas Corp. 
Owens-Illinois Glass Co. 

alid pvecucte, Div. Gen. Aniline 


hi orp Storage 
Albert Pick Co.. Inc 
Pitney-Bowes Postage Meter Co. 
Pittsburgh Plate Glass Co 
Pittsburgh —- Co 


Plymouth } Co. 

Pollak Mfg. Co 

Pomona Pumps Co., Div. Joshua Hendy 

Porter-Cable Machine Co. 

The William Powell Co. 

Prentice-Hall, Inc. 

Pressed Steel Tank Co. 

Prudential Insurance Co. of America 

Puck—The Comic Weekly 

The Pullman Co. 

Pullman-Standard Car Mfg. Co. 

Quincy Compressor Co. 

The Rauland Corp 

RCA Victor Div. °Radio Corp. of Amer. 
finers Lubricating Co. 


rvic 
Div. Lee Rubber & Tire 
e! Corp 
ducts & Chemical Co. 
r & Brass, Inc. 
Revolv alator Co. 
Revnolds Metals Co. 
Rising Paper Co. 
C. Ritchie & Co. 


ting Div., Bohn ri . 
orp. 
tless Brush Co. 
pliance Co. 
olf eerwen Regulator Co. 


Rohm & Haas Co. 
poswey oe Co. 


Ronald Pre 

Russell, Burdsall & were 

Rustiess Iron & Steel ” aheees 
Joseph T. Ryerson & Sons, “Inc. 

San Francisco 


roase ge 
sedgwic slechine Ww 
Sheffield Corp = 
Shell Oil Co. 
Simonds Saw & Steel Ce. 
F. Industries, Inc 

Siilsaw, Inc. 
Skinner Engine Co. 
Slocum Publishing Co. 
The W. W. Sly Mfg. Co. 
L. C. Smith & Corona Typewriters, Inc. 
Socony-Vacuum Oil Co., Inc. 
sonadeoriber Cusp. 

outhern way System 
The Sperry Corp ? 
Spriesch Tool a Mtg. Co., Inc. 

andard Oil Co ew Jerse 
Standard Pressed Steel C 7 
The Standard Register co 
The Stanley Works 
State of North Carolina 


s 
Seattle- -First. Natl. Bank 
« 


. F. Sturtevant Co. 
Sun Oil Co. 
Superior Steel Corp 
Sylvania Electric Products, Inc. 
Taft-Peirce Mfg. Co. 
Tal's Prestal Bender, Inc. 
Taylor Instrument Cos. 
Tension Envelope Corp. 
The Texas Co 
Thermoid Rubber Div. of Thermoid Co. 
Timber Strustures, Inc 
Time Magazin 
Timken Roller "Bearing Co. 
Todd C Inc. 


The Torrington Co. 
Towmotor Corp. 
The Trane Co. 
Travelers Insurance Co. 
Trundle Engineering Co. 
Truscon Steel Co. 
The Twentieth Century Fund 
Twin Disc Clutch Co 
Underwood Elliott Fisher 
Union Carbide & Carbon 
Union Metal Mfg. Co. 
Union Pacific Railroad 
Union Special Madane Co. 
United Air Lin 
United Gas Pipe “Line Co. 
VU. . Envelope 

Fidelity - Guaranty Co. 
United States Rubber Co. 
United States Steel Corp. 
Vaughan Motor Co. 
The Victor Safe & Equipment Co. 
Visirecord 
Wagner Electric Co. 
Warner Electric Brake Mfg. Co. 
Warner & Swasey Co. 
Warren Webster & Co. / 
Waverly Petroleum Products Co. 
The Weatherhead Co. 
Webster Electric =, 
Wellineton ss © 
Welsbach Engg. & Management Corp. 
Western Cartridge Co. 
Western Electric Co. 
Westinghouse Air Brake Co 
Westinghouse Electric & Mit 
(Engineering Service) (Radio) 
(Lamp Division) (Electronics) 
Whiting Corp. 
Whitney Chain & Mfg. Co. 
Wilkening Mfg. Co. 
Willson ereceete, ine. 
L. J. Wing M tg.c 
Worthington me. & Machinery Co. 
Wyandotte Chemical Corp. 


York Corp 
York- Shipley, Inc. 
Youngstown Sheet & Tube Co. 


= BUSINESS 
*WEEK _ 


The News-bose 


of Management's Decisions 


; *: = Toa + 2 4 ane win : 3 :. ‘ : ie | 
ie 
| | 
; se pist 
3 CCCs 
pe iii 
or _ ; 
ny ae 
ng ‘cai 
__ | 38 
a 
| bs 
ck ; ie 
a a 
aa ane 
ck ieee 43 
It aa . 
ip 7” 
—— 
ge ae 
g c r = Rodgers Hydraulic, Inc. eb 
ci I Ww Rogers Diesel & raft Corp. oo 
Cwm : Y In a 
In. ‘ 
er, ran 
X= — 
ne eT 0 {| Sen sose Chamber of Commerce : 
lan A "he y 4 at 2 - 
anon Stee i : 
se- vennen ‘Lights — oe 
ipe | : a ie 
of | = 
re- | 
a 
ser | 
the : | 4 : 
ays 
ie 
In- oi 
‘ies Stow Mtg. Co. Ine. e : 
rathmore Paper Co. “= 
na~ Stromberg Carlson Co. ee 
ew The Studebaker Corp ens 
ler. ‘ia. 
~ ec. 
ne Ethyl Corp g ud aut 
in- a Evans Products ‘ ‘ * Pee 
The Fafnir BearfRgme4 | ees 
re- Fairchild Engingys blane p eee 
ms; A. B. Farquhar td ee 
ded ; Pee 
and ae 
ph- : To o 
Fra fl] i int ah al 
ra f ienec m —. 
Fre hak , we rs 
the Pri i b gon a ae 
Fri¢ me ‘ 4 - Eero 
ling 
ad- ik 
os ae 
the a Baldwin Locomotive Works agin 
ine, wy - Bank of Amer : aaa 
ubs , 4 ail 
and : « ae 
Ni sty 4 ae 
art- Co bg AD are 
ry his. y a - 
t/ fas” ie , ee 
urgh ae ee The Oregonian : a ee 
FS - ste Oregon Journal a a. 
. ne The Osborn Mfg. Co B a 
s in fl 
e a | Package Machinery Co. cea 
the ’ ' Pacf$rd Motor Car Co. te 
| — oa eager So. » a 
e tlectric Switc 23 
ida aon : x pen - L, : E. 
- ouc fg ft . Ss 0. ee 
ms A.L f . Pest . ieee A 
10p- Hard I a ualt The H aa 
Harrg~a rey ° >» ‘ ulleti ieee 
} for Hartfor a & Haruo . 
»ve- , - 
ne 7 po ee 
\ { i. 
sued { - 
ains /, ; 
: | 
etail ’ 
for 
aSsi- i 
ated. 
lress a | 
tore, Re este & Wacinesrine Co. Zale 
s orp. Re; Rand. In SEs 
n in 
PACIFIC COAST 
ie ae ——— | 
bia | “ 
nie, a 
tem- es : 
y in . 
ugh- : 
lists | ; 
set Pe i 
laper iia 
their 
. . ‘ 
with : d 
f the _— 


Ad Methods May Be 
Used to Help Move 
Local Food Surplus 


Washington, D. C., March 22.— 
Increased reliance on regular ad- 
vertising and merchandising meth- 
ods to move local food surpluses 
was forecast today in a report from 
War Food Administrator Marvin 
Jones, which set forth in bold re- 


#XECUTIVES ON REQUEST. 


WILLIAM Bi 


lief the role that advertisers and 
trade groups are playing in mobil- 
izing the nation in support of 
tightly controlled wartime food 
distribution machinery. 

Admitting that the inflexible 
character of food rationing and al- 
location controls frequently results 
in temporary local surpluses which 
would ordinarily be absorbed by 
price adjustments, Mr. Jones com- 
mented that consumer demand is 
still able to take up many of these 
surpluses with a minimum of in- 
centive. 

These local maladjustments, he 
said, are not surpluses in the pre- 
war sense, “but result from a lack 
of incentive” such as “prices dis- 
astrously low to the producers” 
that would ordinarily speed the 
movement of supplies to the trade 
or customers, and from the dis- 
mantling of school lunch and 
relief programs which formerly 
emptied jammed markets. 


Local Effort Can Help 


Consumer demand can still be 
directed toward these items by 
straight appeal to the trade to pro- 
mote abundant foods through ad- 
vertising, store displays and other 
merchandising methods, and by 


trade cooperation in reducing price 
and offering other incentives. These 
local programs would be supported 
by cooperation from the press, 
radio, other media, and food ad- 
visers in all fields. 

Mr. Jones reported that his 
agency has depended heavily on 
the nation’s information media to 
develop teamwork for nationwide 
attacks on wartime food produc- 
tion and distribution problems. 


Cooperate on Education 


Pointing out that action on the 
food front covers a vast area from 
farm to table, he said the success 
of his program depended on a 
broad understanding of the prob- 
lem by the individual citizen who 
takes part in the movement of 
food through distribution channels 
from farm to table. 


Under the slogan “Food Fights 
for Freedom,” Mr. Jones explained, 
the press, radio and advertisers of 
the nation, together with food 
trade groups and the War Adver- 
tising Council have been carrying 
educational campaigns to the in- 
dividual citizen, explaining such 
projects as the Victory garden 
campaign, production, conserva- 
tion, food sharing through ration- 


ing, observance of price ceilings, 
substitution of plentiful for scarce 
foods and application of nutrition 
principles. To put these programs 
across, WFA has had to reach con- 
sumers, professional and nonpro- 
fessional groups and community 
organizations which are equipped 
to provide direction, inspiration 
and continuity at the farm, and 
all points in the chain of sales, 
transportation, processing, packing, 
storing, wholesaling, retailing and 
distribution. In addition to other 
support, WFA has had the use of 
government agencies such as OWI, 
OCD and OPA, and civic groups 
and schools throughout the nation. 


Continued Control Necessary 


Although American food produc- 
tion has been pushed to new 
heights in each of the last four 
years, Mr. Jones reported that sup- 
plies available for civilians this 
year will be slightly less than last 
year, although above the prewar 
average. With lower bracket in- 
comes pushing up consumer pur- 
chasing power, he warned that 
continued control of the market is 
necessary to prevent civilians from 
absorbing all the increased food 
production and leaving military 
and other strategic needs unfilled. 


Your advertising message in 


sets added results from Parade’s le 


sadil oo as 


Sig Sm “ ss i be : e. 

THE WORK of The Travelers’ Aid is full of human interest—never 
more so than during wartime. PARADE built a picture-story 
around a typical girl who sought help from The Travelers’ Aid 
in locating her soldier-fiance in New York. 


FOLLOWING PARADE’s scenario, the story showed how the soldier 


missed the girl's train . . 


Aig... 


. how she appealed to The Travelers’ 


how The Travelers’ Aid and The Missing Persons 


Bureau discovered that he had had an accident, and found him. 


|g wosagegeey reader surveys prove that 
Parade — circulating among 2,000,000 


show them to you. 


families — has the highest family readership 
of any national magazine section. Ask us to 


And Parade’s high readership carries 
right over into the advertising columns! 

Space in Parade is still available. 

Read, below, some pointers on Parade’s 
technique of pre-editing picture-stories— 
responsible for its leadership i readership. 


adership in readership 


Ts 


; 
Ps 


EVERY PICTURE, every caption helped to give this story 


flesh-and-blood reality. PARADE stories are ex 
edited — plotted in advance. More about 


editorial methods next month. 


rtly pre- 
ARADE’s 


a a 


Advertising Age, March 27, 1944 


Trade and consumer rationing, 
market control programs and other 
types of restrictions have been 
adopted, Mr. Jones said, in an 
effort to insure equitable distribu- 
tion of important foods which are 
in scarce supply. In most cases, 
he declared, WFA hopes to con- 
tinue to provide basic commodities 
in quantities so large that they will 
saturate markets and will not have 
to be rationed. 

Despite close cooperation with 
trade groups in adjusting food al- 
locations for various areas of the 
country, Mr. Jones admitted that 
local shortages and surpluses have 
inevitably occurred. He said that 
WEA is utilizing the experience of 
industry and management in meet- 
ing these problems through 82 in- 
dustry advisory committees which 
help work out controls and educate 
members of their industries in the 
purpose, meaning and necessity of 
the food orders. 


Photo Industry Plans 
for ‘Disposal Problem’ 


J. Harold Booth, vice-president 
of Bell & Howell Company, Chi- 
cago, has been named head of a 
committee of the Photographic 
Manufacturers and Distributors 
Association to work with govern- 
ment agencies in the postwar dis- 
posal of government-owned pho- 
tographic equipment. 

The committee will also repre- 
sent the National Photographic 
Dealers Association and the Na- 
tional Association of Visual Edu- 
cation Dealers, and will work in 
cooperation with other interested - 
groups. 


Diener Joins Pierce 

George S. Diener, formerly of 
Sidener & Van Riper, Inc., Indian- 
apolis agency, has been named 
advertising manager of the Pierce 
Governor Company, Anderson, Ind. 


POST WAR DIESEL 
MARKET SURVEY FREE 


Woes uoted the press 
" eB... ‘The 


and business 

Post War Diesel Market” by 
Charlies F. Foell, Editor of 
DIESEL POWER AND DIESEL 
TRANSPORTATION, and staff, 
is now free to you for the asking. 


F OELL produced this 14-page 
report in response to the insist- 
ent demands of manufacturers, 
engineers, designers and dealers 
in equipment required by the 
Diesel Industry. He had received 
many requests by letter, phone 
and telegram for such informa- 
tion and prepared his report to 
answer all questions being sent 
direct to “Diesel Headquarters.” 


I. is equally valuable to firms 
now a of the Diesel indus- 
try and to others who pro 
to explore the limitless possibili- 
ties of the Diesel as a post war 
business building factor. 


F OR a free copy send your re- 
quest on your company letter- 
head, no later than May ist to— 


, —_ 
PUBLICATIONS, INC 
192 LEXINGTON AVENUE 
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(O NEED 


FOR 


PRETTY 


PHRASES 


VARIETY has awarded WABC its 1943 showmanagement 
plaque for outstanding War Bond promotion. We’re as proud 


of it as any honor that ever came our way. 


In the words of VARIETY’s citation, “WABC raised the 
staggering pledges of $85,044,750 in 24 days, the largest 


fund-raising of any station in the nation.” The feat was 
§ y 


accomplished with the close cooperation of New York’s 


newspapers and night clubs, and the enthusiastic day-and- 


night help of many patriotic citizens, including 246 top 


personalities from the entertainment world. 
We’re glad that VARIETY has publicly applauded—and 
in plain words—what these people helped WABC to do. 
By their efforts, we’re all $85,044,750 closer to Victory. 
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WABC ACCEPTS ITS VARIETY SHOWMANAGEMENT PLAQUE WITH GRATEFUL ACKNOWLEDGMENT TO: 


Caswell Adams 

Jim Ameche 
Marjorie Anderson 
Alfredo Antonini & Orch. 
Jean Pierre Aumont 
Phil Baker 

Mildred Bailey 

Red Barber 

Howard Barlow & Orch. 
Howard Barnes 
Wendy Barrie 

Sheila Barrett 

Paul Barron & Orch. 
Sgt. John Basilone 
Ralph Bellamy 
Constance Bennett 
Gertrude Berg 
Milton Berle 

Irving Berlin 

Joan Blaine 

Gloria Blake 

Rose Blane 

Ray Bloch & Orch. 
Eric Blore 

Archie Blyer & Orch. 
Major Bowes 

Carl Brisson 

Phil Brito 

Dorothy Dunbar Bromley 
Joan Brooks 

Cecil Brown 

Billie Burke 

Dick Byron 

Jeanne Cagney 
Imogene Carpenter 
Walter Cassel 

Spud Chandler 

Ruth Chatterton 
Constance Collier 
John Chapman 

Ethel Barrymore Colt 
Perry Como 

Peggy Conklin 
Frank Conners 
Melville Cooper 
Diane Courtney 

Jane Cowl 

Joe Cummiskey 


Lilly Dache 


Maximillian Dachere & Orch. 


Eddie Davis 
Annamarie Dickey 


Bill Dickey 

Lt. Pat Di Cicco 
Antoinette Donnelly 
Bob Downey 
Morton Downey 
Alfred Drake 
Jessica Dragonette 
Judy Dupuy 

Cliff Edwards 
Major G. F. Eliot 
Duke Ellington 
Larry Elliott 

Hope Emerson 
Nanette Fabray 
James A. Farley 
Eileen Farrell 

Betty Field 

Benny Fields 

Ella Fitzgerald 
Arlene Francis 
Stanley Frank 
Frank Gallop 

John Garfield 

Ray George & Orch. 
Virginia Gilmore 
Sophie Gimbel 
Arthur Godfrey 
Lefty Gomez 

Al Goodman & Orch. 
Igor Gorin 

Morton Gould & Orch. 
Glen Gray 


Chauncey Grey & Orch. 


Gus Haenschen 
Harmonica Rascals 
Joy Hathaway 
Bob Hawk 
Adelaide Hawley 
Julie Hayden 

Dick Haymes 

Mary Healy 

Joel Herron & Orch. 
Harry Hershfield 
Jean Hersholt 
Irene Hervey 

Earl Hines & Orch. 
Miriam Hopkins 
Willie Howard 
Warren Hull 
Fannie Hurst 

Ted Husing 

John Ireland 


Ned Irish 

Jack & Charlie 
Dean Jagger 

Lois January 
Jimmy Jemail 
Choo Choo Johnson 
Crockett Johnson 
Parks Johnson 
Allen Jones 

Victor Jory 

Jerome Karpf 

Max Kase 

Charlie Keller 
Nick Kenny 

Pert Kelton 

Larry Keyes & Orch. 
Dorothy Kilgallen 
John Reed King 
Richard Kollmar 
Louis Kronenberger 
Carole Landis 
Landt Trio 

Lew Lehr 

Jerry Lester 

Max Lerner 

Oscar Levant 

Ted Lewis 

Margaret Lindsay 
Walter Lippman 
Ralph Locke 

Ella Logan 

Guy Lombardo 
Dorothy Lowell 
Leonard Lyons 
Bert Lytell 

Rose Marie 

Lou Martin & Orch. 
Tony Marvin 
Raymond Massey 
Sara Ann McCabe 
Joe McCarthy 

Stan McGovern 
John McManus 
Tom Meany 

Joan Merrill 
Molasses & January 
Lucy Monroe 
Vaughn Monroe & Orch. 
Maria Montez 
Claudia Morgan 
Henry Morgenthau, Jr. 
Lee Mortimer 


Etta Moten 
Conrad Nagel 
Skip Nelson 

Doris Nolan 

Lulie Jean Norman 
Sterling North 
Walter O’Keefe 
Val Olman & Orch. 
Mel Ott 

Frank Parker 
Rose Pelswick 
Prudence Penny 
Georgie Price 
Burton Rascoe 

Lt. Whitelaw Reid 
Alice Reinhart 
Elizabeth Reller 
Brad Reynolds 
Branch Rickey 
Grantland Rice 
Joan Roberts 
Billy Rose 

Sgt. Barney Ross 
Babe Ruth 

Ann Rutherford 
Sue Ryan 

Paul Schoenstein 


Raymond Scott & Orch. 


John Sebastian 
Dan Seymour 

Al Schacht 

Del Sharbutt 
William Shirer 
Frank Sinatra 
Mary Small 

Betty Smith 

Jack Smith 

Kate Smith 
Louis Sobol 
Albert Spaulding 
Julie Stevens 
Paula Stone 
Colonel Stoopnagle 
Rex Stout 

Gloria Swanson 
Gladys Swarthout 
Jeri Sullavan 

Ed Sullivan 
Constance Talmadge 
Estelle Taylor 
Laurette Taylor 
Alec Templeton 


Jean Tennyson 
Dorothy Thackrey 
Irene Thirer 
John Tillman 
Danny Thomas 
Richard Tobin 
Bobby Tucker 
Tommy Tucker 
Lana Turner 

Fred Uttal 

Lt. Rudy Vallee 
Gloria Vanderbilt 
Carl Van Doren 
Benay Venuta 
Kathryn Vincent 
Freddie Vonn 
Wilella. Waldorf 
Danton Walker 
Fats Waller 
Jimmy Wallington 
Richard Watts, Jr. 
Jerry Wayne 
Arleen Whelan 
Bert Wheeler 
Irene Wicker 
Wendell Willkie 
Mrs. Wendell Willkie 
Earl Wilson 
Teddy Wilson 
Walter Winchell 
Betty Winkler 
Peggy Wood 
Stanley Woodward 


Danny Yates & Orch. 


“fii ty 


Key Station: of She 
NEW YORK » 50,000 Wats 


Roland Young 
Henny Youngman 
Yvette 

Ziegfeld Follies Girls 


NEWSPAPERS 


Daily Mirror 

Daily News 

N.Y. Herald-Tribune 
N.Y. Journal American 
N.Y. Post 

N. Y. World-Telegram 
PM 


NIGHT CLUBS 


Cafe Society Uptown 
Casbah 
Club 21 


Copacabana 


‘ El Morocco 


La Martinique 
Leon & Eddie’s 
One Fifth Avenue 
St. Regis 

Stork Club 

Joots Shor 
Versailles 


ORGANIZATIONS 
Actors’ Equity Assn. 
A.EM. 

A.E R.A, 

Hollywood Victory Comm. 


United Theatrical War 
Activities Comm. 


oe 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 
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ensus Bureau 
Releases Map of 
Population Shifts 


Washington, D. C., March 22.— 
map based upon War Ration 


mBook 4 registration, showing the 


changes in the civilian population 
of the United States by counties 
between April 1, 1940, and Nov. 1, 
1943, was released by the Bureau 
of the Census today. 

Using figures recently reported 
in a statistical summary of the 
ration book registration (AA, Feb. 
21), the map shows the areas 
where population increases and 
decreases have occurred during 
the war. 

War Ration Book 4 figures show 
a 3.1% decline in the civilian pop- 
ulation, largely as a result of mili- 


tary inductions. Of 3,089 counties, 
2,620, or nearly 84%, showed popu- 
lation losses as a result of these 
inductions or the migration of war 
workers. Of the loser counties, 
1,178 had losses of 15% or more. 

Among the 469 counties which 
gained in population as a result of 
migrations, only 152 had increases 
of 15% or more. 


Names Agency Service 

Agency Service Corporation, 
new Chicago agency headed by 
Earl E. Sproul, has been named 
to handle the account of the Chi- 
cago Motor Club. 


Gets Ortho Account 


Ortho Products, Inc., Linden, 
N. J., has named Noyes & Sproul, 
Inc., New York, to handle its 
ethical medical advertising, begin- 


ning April 1. 


Keleher Advanced 

Robert W. Keleher, in the wo- 
men’s cotton wear department of 
Pacific Mills, New York, since 
1940, has been named sales man- 
ager of the company’s cotton “and 
rayon division. 


Webster Promoted 


Sidney H. Webster, formerly 
advertising and technical data 
director for Eclipse Aviation Prod- 
ucts, division of Bendix Aviation 
Corporation, has been named Pa- 
cific Coast sales and engineering 
representative. 


Franco Joins F&S&R 


Paul Franco, formerly assistant 
advertising manager of Air Reduc- 
tion Company, New York, has 
joined the merchandising plans 
board of Fuller & Smith & Ross, 
New York. 


Joins Toronto Agency 

Jacqueline J. Hancox, formerly 
with Russell T. Kelley Ltd., Ham- 
ilton, Ont., agency, has joined the 
copy staff of Stevenson & Scott 
Ltd., Toronto. 


GGG Plans May Drive 
Wm. P. Goldman & Bros., New 
York, manufacturer of GGG men’s 
clothing, will start its late spring 
and summer campaign in May, 
using magazines, local newspapers, 
and full-color pages in business 
papers. Willard B. Golovin, Inc., 


New York, handles the Goldman| 


account. 


Jones in New Post 

Kenneth Jones, after two years 
with the Ferry Command, has 
joined the Toronto staff of the 
Canadian Street Car Advertising 
Company. 


the brain-power, manpower and machines to 
convert overnight to peacetime production as 
she did for war. Detroit is . . . and will remain 
productive and prosperous. And serving this 
great market of nearly 3 million people is ONE 
MORNING NEWSPAPER . 
Free Press . . . holding the attention of readers 
in 370,000 homes. . . alone and undistracted 
14 out of 24 hours. 


CLIFFORD PREVOST 


and 


RADFORD MOBLEY 


of the Free Press Washington Bureau 
in their 


“REPORT FROM WASHINGTON” 
Said | 
“...tn the large, established industrial sections the change- 


over should be very rapid [it should be, for example, in 
Detroit) but in others it may not be...” March 3, 1944. 


A Hardly a day goes by but some observer of importance . . . some analyst of national 
renown ... or reporter of national affairs points to Detroit as the city most likely 
to lead the way in the postwar conversion period. Detroit in two years of war has 
produced over 14 billion dollars in war goods. And this was accomplished by 


Detroit’s great peacetime industrial setup geared to war production. Detroit has 


. the Detroit 


The Detroit Free Press 


Story, Brooks & Finley, Inc., Natl. Representatives 


m3 
aga 


Advertising Age, March 27, 1944 


Shell Launches 
New Drive for 
Car Conservation 


New York, March 21.—Shell Oil 
Company launched a new adver- 
tising program yesterday to pro- 
mote the lubrication system used 
by Shell dealers as a means of car 


MAKE A DATE FOR ( SHELLUBRICATION } TODAY 


conservation. The campaign will 
run for 16 weeks in 173 dailies in 
129 cities east of the Rockies. Ads 
of 1,500 and 1,000 lines will be 
followed by 300-line copy appear- 
ing once a week. 

Copy features the headline, 
“5,000 cars junked every day by 
wartime stop—go,”’ and the need 
for car conservation is emphasized 
by illustrations of cars being torn 
apart through wartime driving. 
To prevent such waste, Shell 
points out the visual inspec- 
tion tests which dealers are ren- 
dering as part of their regular 
Shell lubrication service. 

The campaign supplements the 
national magazine advertising fea- 
turing Shell research, the com- 
pany’s institutional campaign in 
business papers and radio adver- 
tising in selected areas. 


Publishers Urged to 
Carry War Bond Covers 


The National Publishers Asso- 
ciation has called on its members 
to donate the covers of their 
publications on sale from June 10 
to July 1 to the 5th War Loan 
drive, in cooperation with the 
Treasury Department. 

Paul MacNamara, of Hearst 
Magazines, who for the past two 
years has handled promotional 
work in connection with the 
American flag covers on July 4 
issues, has designed a basic cover 
which the NPA urges all publish- 
ers to use. The design is the 
reproduction of a $100 war bond 
placed diagonally across and util- 
izing the entire surface of the 
cover. 


Bard Heads Reliance 


A. T. Bard, executive vice-presi- 
dent of Reliance Mfg. Company, 
Chicago, manufacturer of Big 
Yank work shirts and other cloth- 
ing, has been named president of 
the company, succeeding the late 
Herbert G. Mayer. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


*independent Survey of Providence Bulletin 
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MIL, he maker of heme) 


Man is the architect and the builder... build- 
ing in terms of woman’s needs and ideas. But 
it is she who turns what he builds into a home 
... aresponsibility that involves the purchase 
of the many things that make a house a home. 
Naturally, responsibilities so entirely different 
create different reading interests. 

Out of these differences the women’s mag- 


azines were born — and they now fill a place, 


AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


and do a job. unapproached by any other mag- 
azines published. That McCall's is read by one 
American Woman out of every five is no acci- 


dent but the direct result of this magazine’s 


Painted for McCall’s by John Koch 


ability to think the way women think. Of the 
millions of women now dreaming and plan- 


ning post-war homes, vast numbers are crystal- 


lizing their dreams through McCall’s articles 
on Building and Decorating. 
In war as in peace, McCall’s is edited to 
the three primary interests of the American . 4 


Woman— Her Heart, Her Home, Herself. | 


M (Me 


THREE MAGAZINES IN ONE 
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Daniels in New Post 

Paul J. Daniels, formerly adver- 
tising and sales manager of the 
E. R. Wagner Mfg. Company, Mil- 
waukee, maker of the Komb- 
Kleaned carpet sweeper, has been 
mamed general sales manager of 
Barlow & Seelig Mfg. Company, 
Ripon, Wis., manufacturer of 
Speed Queen washers and ironers. 


Gets Savarin Coffee 


Schonbrunn & Company, New 
York maker of Savarin coffee, has 
named Roy S. Durstine, Inc., New 
York, to handle the account. 


King Made Ad Manager 


James A. King, national adver- 
tising manager of the Albany 
Times-Union since 1929, has been 
named advertising manager of the 
paper. R. David Fris, a salesman 
with the Times-Union since 1939, 
has been named to Mr. King’s 
former post. 


Gets Transit Account 
Capital Transit Company, Wash- 
ington, D. C., has named J. M. 
Hickerson, Inc., New York, to 
handle its account. Local radio 
and newspapers will be used. 


South in New Post 

Frank South, formerly with the 
Mace Advertising Agency, Peoria, 
Ill., and later with a West Coast 
radio station, has joined the ad- 
vertising department of Consoli- 
dated Products Company, Dan- 
ville, Ill., maker of semi-solid but- 
termilk products. 


Joins Cramer-Krasselt 

Nancy Purvine, formerly editor 
of the house publication of Butler 
Brothers, Chicago, has joined the 
copy staff of the Cramer-Krasselt 
Company, Milwaukee. 


Names Miss Rowell 


Kathryn Rowell, copy chief and 
institutional advertising writer for 
the retail division, Marshall Field 
& Co., since 1942, has been named 
advertising coordinator of Field’s 
Chicago basement store. She suc- 
ceeds Budd Gore, who has been 
called to the armed services. 


Names Bloch Agen 

The H. George Bloch Advertis- 
ing Agency, St. Louis, has been 
named to handle the account of 
the Machinery & Welder Corpora- 
tion, St. Louis. 


Advertising Age, March 27, 1944 


Unfilled Orders 
Cost Montgomery 
Ward $8,000,000 


Chicago, March 21.—The ex- 
pense of handling orders which 
could not be filled forced Mont- 
gomery Ward & Co.’s mail order 
business to operate at a loss during 
the year ended Jan. 31, Sewell 
Avery, chairman of the board, dis- 
closed this week. 

The company’s mail order cus- 
tomers sent in orders for $105,- 
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Here are the figures to prove it: 


1943 Cash Income from Cattle and Calves... .. $2,697,000,000 
1943 Cash Income from Poultry and Eggs . .. . . $2,322,000,000 


(Source U.S.D.A.) 


Poultry raising today is one of five major farm operations, and only three exceed it in value. 
Here is a rich agricultural market you can't afford to overlook in your advertising plans. The 
most effective and direct way to sell this market is to advertise in America’s Leading Poultry 
Farm Magazine... Poultry Tribune. 


TO COVER THE MOST RESPONSIVE 
SECTION OF THE FARM MARKET 


USE 
POULTRY TRIBUNE 


Home Office: Mount Morris, Illinois 
Representatives: 

New York: Billingslea and Ficke 

Chicago: J. C. Billingslea Company 


MEMBER AGRICULTURAL PUBLISHERS’ ASSOCIATION 


000,000 which could not be sup- 
plied because of merchandise 
shortages, Mr. Avery told stock- 
holders in his annual report, and 
these orders cost more than $8,- 
000,000 to handle. In addition, 
thousands of customers were un- 
able to find what they wanted in 
Montgomery Ward retail stores. 
The company’s operations will 
continue to be adversely affected, 
the chairman warned, as long as 
war necessities limit production of 
civilian merchandise, and govern- 
ment restrictions and regulations 
remain in effect. 

In order to maintain an average 
staff of 78,000 employes, Mr. Avery 
said, the company was forced to 
hire 151,000 new workers during 
the year, and it spent more than 
$500,000 advertising for these new 
employes in newspapers, radio and 
outdoor. 

Net profits for the year amounted 
to $20,677,098, compared with $26,- 
437,584 for the preceding fiscal 
year. Inability to obtain sufficient 
merchandise of acceptable quality 
was reflected in a 6.2% drop in 
net sales, to $595,932,821, and mer- 
chandise inventories were off 
10.8%. The company, however, is 
building up its net working cap- 
ital and intends to convert avail- 
able funds to inventories and other 
normal company uses early in the 
postwar period. 

Sears, Roebuck & Co., on the 
other hand, has increased its in- 
ventories by more than $10,000,000, 
A. S. Barrows, president, reported 
today. Its net income for the year 
ended Jan. 31 totaled $33,866,087, 
compared with $33,946,989 for the 
previous 12 months. 

Woolen goods and farm imple- 
ments may be more plentiful this 
year, Mr. Barrows said, but he 
added: “I don’t think merchan- 
dise is opening up to any degree, 
particularly in the soft lines and 
textiles.” 

Sears, it was disclosed, has ob- 
tained complete control of Henry 
Rose Stores, Inc., which has oper- 
ated the women’s ready-to-wear 
and millinery concessions in more 
than 200 of Sears’ retail outlets. 


Ommerle Leaves R&R 


Harry G. Ommerle has resigned 
as vice-president and account 
executive of Ruthrauff & Ryan, 
New York. Mr. Ommerle is plan- 
ning to reenter the talent business 
although he has made no definite 
commitments as yet. 


- Selling To Women While’ 
They're Young 


» Rublished by GIRL SCOUTS 
ss East 44th Sereet, New York x7 
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Grow along with us! 
225,000 ABC! 


MEMBER OF THE YOUTH GROUP 
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PHILADELPHIA’S 
ROLL OF HONOR 


* 


1740 

built privateers 

for England’s war 
with Philip of Spain 


1744 


raised £4,000 to help 
England win this 
war with France 


1754 

supply source for 
campaigns against the 
French and Indians 


4 1775 
ee, 
12.2 focus of finance and 
r4s inspiration in the War 


for Independence 


1812 

Stephen Girard’s 
money, plus ships 
and men, helped win 


1846 

equipped fighting 
regiments for the war 
with Mexico 


1861 

prime source of men, 
money, munitions during 
the civil conflict 


1898 
ships and men that 
helped oust Spain from 


Cuba & the Philippines 


1917 
produced ships, 


munitions and men to 


help end World War I 


Nine wars 


--. and now working on the tenth! 


Philadelphia plays no Johnny-come- 
lately in the business of war. It has fought 
nine major wars, and is now working on 
the tenth—a full-flowing fountainhead of 
men, money and material indispensable in 
this time of national emergency. 

The tenth time out finds Philadelphia 
functioning at an all time high, turning out 
an estimated 10% of all U.S. war material 
in old established plants, with largely local 
personnel . . . ready to revert to essential 
production for peacetime without violent 
reconversion or indefinite lag . . . with an 
immediate postwar market for its products 
that should approximate peak wartime 
production for some years to come. 

Meanwhile, Philadelphia’s high peak 
of prosperity is matched by Philadelphia’s 


soar: 


a oe 


peak newspaper, The Inquirer . . . which 
proved prosperity last year with the greatest 
total volume of linage (21,212,481 lines— 
Media Records) carried by any Philadelphia 
newspaper in the past fifteen! . . . adequate 
evidence that advertisers are profiting in 
the present while preparing for the long 


future haul to come. 


BREtiweruer of retail advertisers, 
leader in all major linage classifications . 
The Inquirer today gives any advertiser, 
local or national, all the selling power 
needed for active profitable business in this 
market. 

Look into busy Philadelphia and The 
while prosperity of today 


Inquirer now. .. 
shapes the opportunities of tomorrow! 


2 ae 


The Philadelphia Pguier i ) 
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Minimum Standards Set 
for Export Radio Sets 


Looking forward to postwar pro- 
Guction of civilian radio receivers 
for export use, leading American 
radio manufacturers are planning 
now to set up minimum standards 
for American-made radio receivers 
for sale abroad. 

James H. Rasmussen, commer- 
cial manager of the Crosley Cor- 
poration and chairman of a spe- 
cial committee of the Radio Manu- 
facturers’ Association to consider 
postwar promotion of export radio 
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receivers, suggested at the March 
22 meeting of the committee in 
New York that the requirements 
for such receivers cover the fol- 
lowing points: 

AC-DC receivers; tubes; fre- 
quency range; supply source; power 
output; sensitivity; fidelity; image 
response; selectivity; antenna 
impedance; climatic characteristics; 
safety aspect; and packaging. 

At a preliminary meeting of 30 
RMA export managers and engi- 
neers to discuss the receiving set 
export promotion project, it was 
suggested that an official RMA seal 
be adopted to be placed on sets 
upon establishment of the pro- 
posed RMA minimum standards. 


*> ¢* * 


Borg-Warner Corporation is pre- 
paring for two definite postwar 
periods, according to C. S. Davis, 
president, who spoke at a postwar 
planning conference of 85 execu- 


tives of the company and its sub- 
sidiaries in Chicago recently. 

“The first, or primary period,” 
he said, “will begin with the re- 
sumption of civilian production. It 
will naturally fall into two phases. 
The first phase, having severe spe- 
cial problems of its own, covers 
the period of partial resumption 
of civilian production, accom- 
panied by the continued produc- 
tion of war goods. The second 
phase of this primary period cov- 
ers the full return to peacetime 
production, with practically com- 
plete abandonment of war work. 
The primary period will end when 
the demand for civilian goods, 
pent up and long denied by war 
— has been largely satis- 
fied.” 

The second period, he asserted, 
will arrive when the demand for 
civilian goods begins to lag, either 
because pent up demand has been 
largely filled or because civilian 
purchasing power may be some- 
what diminished. “This is the 
period when improved products 
must be offered to tempt the 
buyer; the time for introduction of 
the more radical new designs and 
new products; the time for ex- 
pansion into new fields and new 


markets,” he said. He warned 
that in this secondary period in- 
dustry must find a way to stimu- 
late all available purchasing 
power into action, and thereby 
bring about large volume employ- 
ment. 
co * * 


Panarams, automatic motion pic- 
ture boxes that are housed in tav- 
erns, bowling alleys, etc., in more 
than 5,000 places in the country, 
will be augmented after the war 
by selectivity devices, which will 
enable the listener to choose the 
subject he wants. This, predicts 
“Metropolitan Host,’ New York, 
will revolutionize the industry, 
with only war exigencies preclud- 
ing its adoption now. 


* * * 


Bearings made of plastics, using 
water as a lubricant . . . plastic 
screens for houses... clothing 
waterproofed by plastics . . . crush 
and wrinkleproof wearing apparel 
coming into common use as a 
result . . . “soapless soaps” that 
will encourage the use of mechani- 
cal dish-washing ... new _ cos- 
metics, which if applied in ad- 
vance, will permit the washing of 
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hands with water alone ... tires 
that will not lose their air pres- 
sure ... automobiles equipped 
with collapsible boats to make 
vacations near the ocean or a 
stream more enjoyable. 

All these and other develop- 
ments for postwar America were 
described as probable by Dr. 
Charles F. H. Allen, assistant di- 
rector of research, Eastman Kodak 
Company, in an address March 11 
at the Boston University Institute 
on Postwar Problems. 

“Nature,” he explained, “has 
presented the chemist with mix- 
tures such as fats, oils and waxes 
that have been impossible to sep- 
arate until recently. The perfec- 
tion of the ‘molecular still,’ at first 
a laboratory device, but now used 
industrially on a small scale, per- 
mits this separation. After the 
war, this type of distillation is 
surely going to be applied on a 
great scale, and as a result, better 
paints and varnishes will be pro- 
duced and the necessity of im- 
porting naturally-occurring drying 
oils will be largely removed.” 

He warned, however, that “two 
great dangers face the chemical 
industry—the first, that scientific 
work may come under control of 
non-scientists . . . the second, that 
‘free enterprise’ which has been 
the secret of American greatness, 
will be stifled by a paternalistic 
government, promising a pair of 
nylons for every Hottentot.” 


Sleek, powerful “vehicles of to- 
morrow” are visualized by the 
Timken - Detroit Axle Company, 
Detroit, in a colorful booklet titled 
“Super-Transport on Super-High- 
ways.” Not presented as finished 
designs nor worked out in detail, 
they are shown to suggest the form 
vehicles may take in the future, to 
speed, if possible, postwar progress 

. and “to give men now in serv- 
ice the beiter, brighter world for 
which they are fighting.” 

“In the postwar world we shall 
be required to carry greater loads 
more quickly, with greater safety, 
more comfort and economy,” ex- 
plained Williard F. Rockwell, 
chairman of the board. “These re- 
quirements point, beyond doubt, to 
far more specialized vehicles than 
we have ever known in the past. 
Just as oil differs from milk, so 
should the vehicles that carry them 
be differently designed and built— 
each for its own job.” 

He predicted that “the day of the 
‘all-purpose’ truck is gone,” and 
asserted that “from the crucible of 
war have come great technical 
advances,” including fuels that get 
more power from new engines and 
lighter but stronger metals that 
reduce over-all weight, yet serve 
the purposes of safety. 


YOU SEE ONLY HALF 
THE SHOW ..... 


unless you use St. Petersburg 
newspapers in 


TAMPA—ST. PETERSBURG 


ONE URBAN MARKET 


Ask your sales manager if he would 
send a salesman to Tampa with in- 
structions not to cross the bay to St. 
Petersburg. 


Of course he would not because he 
knows that St. Petersburg produces 
about 40%, of the total jalall cols of 
this area. 


Advertising which appears only in 
Tampa newspapers misses the St. Pete. 
market entirely because Tampa papers 
have less than 400 daily circulation 
in St. Pete. 
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- IN TAMPA—ST. PETE. 
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to its readers the world over 


ing of a phenomenon in magazine history. 
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Which explains, perhaps, why Esqu 


Esquire’s friends are legion. The closeness of 
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exerts a potent and salutary influence on the 


American way of life. 
tinuing and consistent choice of national adver- 


tisers. A skilfully selective choice, now, and for 
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Kaiser House Organ Is 


and Does Unusual Job 


To the Editor: Your old essay 
contest winner is still plugging 
away in the advertising business, 
but I believe I have something 
here that should make news for 
your paper. 

As you know, I came back from 
Texas two years ago to become a 
reporter on the Oregon Journal. 
About eight months ago I left the 
Journal to return to Botsford, 
Constantine & Gardner advertising 
agency here in Portland, to assist 
Mr. Burton Durkee, vice-president 
of the agency, in the publication 
of a house organ for the three 
Kaiser shipyards in this area. This 
house organ, entitled the “Bo’s’n’s 
Whistle,” was a 16-page, 8% x 11 
magazine in two colors published 
twice a month. During a recent 
production drive at the Vancouver 
yard we also published a four- 
page weekly tabloid newspaper 
for that particular yard alone, pri- 
marily as a promotional broadside. 
The results were so good, how- 
ever, that it was decided to con- 
vert the regular house organ from 
a magazine to a weekly news- 
paper. That conversion was ac- 
complished on March 10 and here- 
with is the result. 

There are several features about 
this new publication that’ I should 
like to call to your attention. We 
believe it to be unique among 
house organs in several respects: 

1. Makeup: As you will note, 
it is actually not one newspaper at 
all but three newspapers. The 
three Kaiser yards are small com- 
munities in their own rights. The 
Oregon Shipbuilding Corporation 
makes Victory ships, Swan Island 
yard makes tankers, and the Van- 
couver, Wash., yard makes escort 
aircraft carriers. Each claims to 
be tops in the world in its field. 
To adequately cover each yard, 
therefore, the following system 
was worked out. Each 8-page 
paper has four pages (1, 4, 5, 8) 
that are strictly local in news con- 
tent, that is, applying to one par- 
ticular yard. The other four pages 
(2, 3, 6, 7) are of general interest 
and run the same for all three 
yards. 

2. Editorial content: Running 
to true Kaiser form, the editorial 
content covers a wide field. Our 
number one object, of course, is 
to “sell” morale. Morale, from the 
Kaiser viewpoint, covers a multi- 
tude of things running,all the way 
from the worker’s home life to 
what he is going to do after the 
war. Pure “preaching” is out so 
far as this paper is concerned. 
The attempt is made to sell every 
idea by newsy:-examples. Defi- 
nitely concerned with postwar 
problems, Kaiser had one of the 
most complete industrial surveys 
ever attempted made in these 
three yards. Among other things, 
this survey revealed that great 
numbers of Kaiser workers expect 
to hole up in subsistence farms 
when the war ends. On page 
seven you see a complete article 
that we developed showing the 
pitfalls in such a plan. We feel 
that such an article represents real 
service to the worker and has a 
definite bearing on postwar plan- 
ning and morale. Mr. Durkee 
actually worked up and wrote this 
story himself. It’s all part of our 
agency service. 

3. Production: No newspaper 
was ever produced like this one. 
You must remember that on the 
day it comes out this paper has 
a circulation of 90,000, running 
close on the heels of the Oregonian 
and Journal. One out of every 
three working people in the Port- 
land-Vancouver area is on the 
Kaiser payroll. Altogether the 
three papers total 16 pages of 
straight editorial and picture ma- 
terial without advertising. This is 
a large-size job both from an 
editorial and production stand- 
point. It really required a metro- 
politan newspaper plant but no 
such plant or manpower was 
available. Asa result, the follow- 
ing system was worked out: 

The Kaiser shipyards provided 
the reporting staff, which includes 
a full-time yard editor and assist- 


This department is a reader’s forum. Letters are welcome. 


ant in each yard. Yard photogra- 
phers are utilized for picture 
material. 

Our agency provided the pro- 
duction and copy-editing staff. We 
set up an office and recruited a 
copy-desk made up of part-time 
men from the local newspapers 
and wire services. They are far 
better men than we could hope to 
buy full-time and we engaged 
enough of them so that each one’s 
hours could remain short enough 
so as not to interfere with his 
regular job. 

Printing is being done at the 
Daily Journal of Commerce plant 
in Portland, which claims to have 
the only three-unit web offset 
press in the United States. As 
you can see for yourself, it is an 
excellent reproduction job. 

Strangely enough, this outwardly 
makeshift arrangement is working 
beautifully. Each week we have 
an editorial staff meeting where 
we all get around a table with 
the Kaiser public relations staff, 
headed by Hal Babbitt, and thrash 
out various details and stories. 

I think you will be interested 
in going through the pages of 
these papers and comparing them 
to “other house organs you have 
met.” 

REINHART KNUDSEN, 

Botsford, Constantine & Gard- 

ner, Portland, Ore. 


v vy 
Won Over to Power 


of Small-Space Copy 


To the Editor: Your advertis- 
ing director is constantly remind- 
ing me that ADVERTISING AGE is 
well read and that small space 


advertising copy does register. I 
am beginning to believe he is right. 

Note the attached. “A” is our 
copy which ran in ADVERTISING 
AcE Feb. 14, on Page 22. “B” is 
the prize winning layout in a con- 
test announced in ADVERTISING 
AcE Feb. 14, Page 44. 

I. A. SIMPSON, 

Theis & Simpson Company, 

New York. 
a 


Lasser Adds to 
Ad Costs Story 


To the Editor: I am one of your 
constant readers, and as I went 
through the article on the first 
page of the March 13 issue in con- 
nection with disallowance of ad- 
vertising costs in cost-plus-fixed- 
fee contracts, I made a note to 
write you. 

I have been having a good deal 
of experience with allowances in 
contracts other than cost-plus- 
fixed-fee. I would guess that 
these are 90% of the government 
contracts; that is, 90% of them are 
based on fixed prices. Pretty gen- 
erally those fixed by contract 
already include advertising costs 
and all selling costs as a part of 
overhead. As a result, we never 
get into the cost question until 
there is a termination. You ought 
to know that in terminations under 
the Baruch formula, the question 
of advertising allowances was com- 
pletely eliminated. The termina- 
tion officers are required now to 
give the contractor his prewar 
percentage of sales or his prewar 
dollar disbursement for advertis- 
ing, whichever was larger. I think, 
too, that this rule will also be 
established in renegotiation settle- 
ments. 

If that is so, we seem to be in 


fine shape so far as advertising 
allowances are concerned, except 
in cost-plus-fixed-fee contracts. 
There I think we shall continue 
to have difficulties, but that is a 
small percentage of contracts. For 
most activities, the path is clear to 
get their costs allowed 
J. K, LASSER, 
J. K. Lasser & Co., New York. 
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Western Pine Has a 
20-Year Ad Record 


To the Editor: “Lumber Doesn’t 
Advertise” is the rather cate- 
gorical title of an editorial in your 
Feb. 28 issue. Of course, it isn’t 
true. What we presume was meant 
is that the industry does not do 
enough advertising. 

Over a period of 20 years, the 
Western Pine Association has con- 
sistently advertised Idaho white 
pine, Ponderosa pine and sugar 


pine to consumers and to trade 
factors. These woods—the west- 
crn pines—are not lacking mar- 
kets; on the contrary, the annual 
volume has shown a_ healthy 
growth during this period. 

Consider knotty pine paneling, 
for example. This single lumber 
item is a convenient one to analyze, 
for the public’s interest in it is 
largely due to Western Pine ad- 
vertising. Revival of interest in 
this early American practice of 
paneling rooms with pine has 
swept far beyond the most opti- 
mistic early forecasts. And the 
sure-fire test of success and its 
appreciation by the public are the 
several attempts at imitations by 
competitive materials. 

In other items, as well, the 
western pines are doing very 
nicely. And, in 1944 as in 1943, 
Western Pine Association is keep- 
ing its products before the public 
by continuing a full schedule of 
advertising. Under the circum- 
stances, you can appreciate why 
we think your statement is incor- 
rect when you say that the forest 
products industry “does not be- 
lieve in advertising, at least to the 
extent of practicing it.” 

Of course, the true measure of 


aioe 
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success is not how much you spend 
but rather the magnitude of the 
results you get from what you 
spend. Twenty years of product 
development through Western Pine 
research is another’ interesting 
story. 
N. L. Cary, 

Promotion Manager, Western 

Pine Association, Portland, 

Ore. 
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Calls ‘Dear Joe’ a Lift 


to Admen in Service 


To the Editor: I want to com- 
pliment you on the fine work your 
publication is doing. One of the 
finest features and a great morale 
builder for advertising men now 
in the service is your “Dear Joe.” 

There is no doubt in my mind 
that the morale of advertising men 
now in the service has been in- 
creased 100%. At least we know 
now that we have not been put 
away on the shelf—we know now 
that we have something to come 
back to. 

Keep up the good work. 

Sct. Mark L. OWENS JR., 
Camp Campbell, Ky. 


Te NOREDENTS 
TH DEIRONLS 
st yor rUTURE 


PEOPLE, 
PRODUCTION, 


PURCHASING POWER 


Judged by these basic factors—people, ability 
to produce, and purchasing power—no other 
major market in America holds greater promise 


of post-war prosperity than 


Detroit was the Country’s fourth largest mar- 


ket before the war. 


does 


Now its potentialities 
have been tremendously enlarged by a vast 
expansion of production facilities to meet the 
demands for armament, by the influx of MORE 
THAN A QUARTER-MILLION people, and 
by the highest earnings and greatest savings in 
history. Note the following facts: 


Detroit. 


Note These Pertinent Facts: 


FACTORY EARNINGS: Average weekly earnings 
of Detroit hourly paid factory workers were $63.05 
in January, 1944, according to the Michigan De- 


partment of Labor and Industry. 


PRODUCTION: The value of Detroit’s industrial 
output, mostly war materials, for 1943 was esti- 
mated at more than $10,000,000,000. 


high as in 1940. 


FAMILY INCOME: 
family income (more than one person working) is 
estimated at $109.85 weekly, more than twice as 


The average factory worker's 


BANK SAVINGS: Bank savings deposits in Detroit 
totaled $471,061,000 in October, 1943—showing 
an increase of 94% over December, 1937. 


In Detroit, 63.8% of all city zone homes taking any newspaper regularly take the News 
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6 MAGAZINES © 


The strongest network 
is the newspaper network! 


And the strongest newspaper network is Metropolitan Group... a 
combination of the comics sections of forty-one major Sunday newspapers, 
with 15,000,000 circulation. 

The Sunday comics section is read by three out of four adults and virtually ° 
all children . . . read regularly, habitually, at home, on Sunday, every Sunday. 
The illustrated, non-stop serial stories hold a majority audience from babyhood 
to the grave. The comics characters are old friends, familiar, influential. 

Forty-one Sunday newspaper circulations reach the better buying half of 
the families in the whole national market . . 


. have more concentrated coverage 


among families in more preferred markets than any other medium, any time! 


No advertising vehicle offers a higher assurance of definite reception! The 
space unit is large, with four colors. The cost is low. One order, one piece of 
copy, one bill! Learn more about the most magnificent advertising opportunity 


in the nation’s first newspaper network. Inquire at any office. 


i bea’ PHILADELPHIA 
Sy the UPinTSBURGH AS acrimone 
COLUMBUS # a. 


JWASHINGTON 
2G a 


f 


———. = 5 NEW ORLEANS . 
B SAN ANTONIO- 4 


The first national newspaper network... Mi etr opolitan Group 


Comics Section Advertising in: Baltimore Sun + Boston Globe + Chicago Tribune + Cleveland Plain Dealer + Detroit News + New York News « Philadelphia Inquirer 
Pittsburgh Press + St.Louis Globe-Democrat + Washington Star + Des Moines Register * Milwaukee Journal + Minneapolis Tribune + St. Paul Pioneer Press 
ALTERNATES: Boston Herald + Detroit Free Press * New York Herald Tribune « St. Louis Post-Dispatch * Washington Post + opTIONAL ADDITIONS: Buffalo Courier-Express 
Cincinnati Enquirer + Columbus Dispatch + Dallas News « New Orleans Times-Picayune-States «Omaha World-Herald « Providence Journal « Rochester Democrat & Chronicle 
San Antonio Express + Springfield Union & Republican + Syracuse Post-Standard + METRO PaciFic: Fresno Bee + Long Beach Press-Telegram +« Los Angeles ‘Times 
Oakland Tribune + Oregon Journal + Sacramento Bee « San Diego Union « San Francisco Chronicle + Seattle Times + Spokane Spokesman-Review + Tacoma News Tribune 


New York: 220 East 42ND StreeT + Cxicaco: Tripune Tower + Derrorr: New Center Burtpinc + SAN FRANCISCO: 155 MONTGOMERY STREET 
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Ilium Appointed 

H. C. Illium has been named 
advertising and sales promotion 
manager of the United Wall Paper 
Factories, Inc., Chicago. 


Two Join Compton 


William S. Kelley Jr., formerly 
with Bermingham, Castleman & 
Pierce, Inc., New York, has joined 
Compton Advertising, Inc., New 


Dougherty to Y&R 


Albert L. Dougherty, formerly 
general supervisor of cake sales, 
Ward Baking Company, New York, 
has joined Young & Rubicam, Chi- 
cago, as an executive in the mer- 
chandising department. 


Names Straussman 


Arnold D. Straussman, formerly 
of the Long Island Lighting Com- 


V. H. Smith Advanced 


Vernon H. Smith, advertising 
sales manager of the World Pub- 
lishing Company, Omaha, Neb., 
owner of the Omaha World-Herald 
and Station KOWH, has _ been 
named secretary of the company. 


Joins ‘Packaging’ 
Roland Carr, formerly New 
England representative of the New 


Joplin to Donnelley 


William A. Joplin, formerly with 
Keller-Crescent Company, Evans- 
ville, Ind., agency, has joined the 
direct mail division of Reuben H. 
Donnelley Corporation, New York, 
effective April 1. 


Schweizer Advanced 


Carl Schweizer, assistant classi- 
fied advertising manager of the 


York, as a space buyer. 
Travers, formerly assistant editor| editor of Electric Light & Power, 
of Pic, has joined the agency as| Chicago, effective April 1. He will 
publicity supervisor. 


Virginia} pany, has been named an associate 


work out of the New York office. 


York Journal-American in the re- 
sort and travel department, has| classified 
been named eastern manager of 
Packaging Parade, New York. 


resigned. 


Chicago Sun, has been named 
advertising manager, 
succeeding L. J. Frenkel, who has 


Bazooka Harmony 
Is Good “Music” 


The Bazooka fires an armor-piercing rocket. This 
rocket is the most devastating of all anti-tank weap- 
ons. Its special advantage is its mobility. The Ba- 
zooka requires no machinery to support it because 
it has no recoil. It is operated by a two-man team 
and is dependent upon their teamwork for its effec- 
tiveness as a weapon. 


ORGANIZATION IS ESSENTIAL TO TEAMWORK. 
Sound organization is a basic factor in, successful 
operation on battle front or in business. Especially 
is this true in the business of gathering and present- 
ing the news. Behind The Call-Bulletin’s enviable 
record of reader acceptance and advertiser recogni- 
tion in San Francisco, is sound organization. 

The Call-Bulletin is organized as a news newspaper. 


It recognized that intensity of reader interest is de- 
pendent upon news; that news makes newspaper 


space valuable and determines the effectivenes of 
newspaper advertising. 


The Call-Bulletin is organized to capitalize fully on 
the tremendous publishing advantage of time differ- 
entials between San Francisco and most important 
news sources of the world. 


The Call-Bulletin’s success is proof that San Francis- 
cans prefer a news newspaper and that advertisers 
recognize the value of the association of their adver- 
tising with news. Today the crisis of war has intensi- 
fied the demand for news...and The Call-Bulletin 
through sound organization and its vast news gath- 
ering facilities gets the news and delivers it in San 
Francisco where the greatest Effective Buying In- 
come is concentrated. This is why its circulation is 
“tops” and why its advertisers get ‘sure hit” results. 


San Francisco 


CALL-BULLETIN 


Thu STOGICEE Pager Sack in « GOLDERS Mast 


REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 


Labor Prées Ads 
Do Double Job for 


Maritime Manuals 


New York, March 23.—One of 
the most spectacular publishing 
successes to come out of this war 
has been achieved by the Cornell 
Maritime Press with the sale of 
more than 1,500,000 volumes com- 
prised of 60 titles including books 
on navigation, seamanship and in- 
structive manuals for shipyard 
workers. All advertising for the 
publications has been exclusively 
in the labor press, embodying the 
use of 36 periodicals. 


Seamen Furnish Information 


A typical example of the in- 
genious technique employed in the 
publishing and sale of these guide 
books was shown when Felix 
Cornell, president of the Cornell 
Maritime Press, in collaboration 
with A. C. Hoffman, a merchant 
marine officer, wrote “The Ameri- 
can Merchant Seaman’s Manual.” 
Through the medium of adver- 
tising in the labor press, they 
successfully gathered information 
from seamen and later, upon com- 
pletion of the book, sold 125,000 
copies through the same medium. 

The first ad, a full page in the 
Pilot, published by the National 
Maritime Union, offered seamen 
prizes for the best letters on what 
they wanted and needed in a sea- 
man’s manual. More than 300 
replies were received. With the 
information given in these replies, 
the authors literally “tailored” the 
seaman’s textbook to exact sea- 
men’s specifications and advertised 
it in the Pilot. 


Offer Specific Help 


Mr. Cornell states his publish- 
ing policy for maritime and indus- 
trial books briefly: “Publish a 
book that a_ specific group of 
workers needs and bring it to the 
attention of the men who need it 
through their local union papers.” 

The tremendous increase in war- 
time shipbuilding and the urgent 
need for trained men in the mer- 
chant marine, is held largely re- 
sponsible for the success of the 
Cornell manuals, along with effec- 
tive use of the labor press. For 
instance, such recent books as 
“Ship Welding Handbook,” “Ship 
Structure and Blue Print Reading,” 
and “Ship Outfitter’s Handbook” 
have been advertised consistently 
in the Mobile Labor Journal; Ship- 
yard Blast, Staten Island, N. Y.; 
Louisiana Labor Leader; The Ship- 
yard Worker, Camden, N. J.; The 
Shipyard Times, Los Angeles; and 
The Sub, New London, Conn. 

So far advertising space running 
well over five figures has been 
used by the Cornell Maritime 
Press in labor publications, and 
there is every indication that this 
medium will continue to be the 
promotional mainstay of its suc- 
cessful maritime book business. 

S. Duane Lyon, New York, is 
the agency. 
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JACKSON 
MISSISSIPPI. 


The FARMER 
Is The MAN! 


Mississippi's cash income from 
agriculture and livestock in 1943 
broke all previous records—1944 
will see even a bigger year! 

Jackson is the trading center 
for agricultural Mississippi. Jack- 
son is Mississippi's $130 million, 
“Double Return", Metropolitan 
Market. 

WSLI offers you effective cov- 
erage—at less cost! 


BLUE NETWORK 


WEED & COMPANY 
NATIONAL REPRESENTATIVES 
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Never Underestimate the Power of a Woman! 


ne SE Cosa ee Em 
or ew a em em ew eet oes a eee ee Se 
— 


a 
ATM| 4 


Stir f 


¥oea 


eetae? 


*P8eees 
Se eees 
oe 
"Preece 
eee. 
*Peeeee 
ee 
i Yt Pe 
Pe eeees 
i 
Pe eeses 
a 
4. 


JOURNAL 


~ 
— 


ae . : a ba 
— . 
n ea 
in- als ***# ee «@% ee sae 
| the * a a i 
ition a a on : Neat eae oP” a - 9) aaa 
1eri- I ‘ As 
jal,” o- a 
ver- | on r 
they  , 
ition a 
om- . Bi 
,000 . | a 
ium. Bes 
the 4 
onal ; 3 
men 
what ' i a 
sea- is. 
e ote 
lies, \\ . 
’ the =, ; 
sea- a 
tised 
dus- a iia ideal : os 
ha ee, 
») of . 
» the - 
od it ‘ we 
ers.” se 
war- Rene é J 
gent ° 4 
mer- aoe 
- re- ww tes ae 
— x 
ec- = 3 
For I oa ce eee 7 
B.. -_ oe oe ee 2 ee eee ee eo 28 8 ee 6 2 2 ee 68 2 8 2 Se ee ew ee ee ew ae eee ee Se 7 
a * 
ing,” | : = 
ook” a “ee 
ently ‘ | 
hip- pal 
= * « le: a 
hip- wall 
The\s a 
and 3g P 
rs | s. ' j 
ning { r 
been — gt ° ‘ ih 
time eS 
and | FR 
this | 7 ed fe 
the | ;  -ee 
suc- | 7s 
k, is 4 ‘: 
el 6 . 
| Be 
a ss 
| F Nor the Power of the Magazi & 
zine Women believe ; — 
| a believe in! i 
e oF 7 ; : 
girls are keeping their eyes prett : es 
on the Journal. With vy aetlip Sai 
. no cut j urnal i 
allotments h in Jo newsstand 
> the latest issues show a sel] i... 
Sell-out — | ses 
One-half of one nies ess than as; 
m Per eturn, z 
13 ‘ 
4 : 
or -— : 
k- eo 
n, 4 : 
nm ie 
“ of ANY magazine 
(=a | 
Y i 
Es Cael 


 Piaglss 


Duffy Elected to CAB 


Bernard C. Duffy, executive 
vice-president of Batten, Barton, 
Durstine & Osborn, has been 
elected a member of the board of 
governors of the Cooperative 
Analysis of Broadcasting, New 
York. Mr. Duffy was nominated 
by the American Association of 
Advertising Agencies to succeed 
F. B. Ryan Jr., who is now serving 
in the armed forces. 
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Dried Spinach, 
Bananas Readied 


for Consumers 


Little & Co. Jumps 
Space for '44 Ads; 
Expansion Planned 


Chicago, March 23.—Little & 
Co., whose food products ads have 
never gone over a 28-line top until 
this year, early next month will 
launch its most ambitious newspa- 
per campaign, featuring a brand 
new offering —Kwik-Dri dehy- 
drated spinach. 

The general campaign, promot- 
ing the entire Little & Co. line of 
dehydrated chopped parsley, cel- 
ery, onions and mint flakes, dress- 
ing mix and chili mix, will be 
preceded by a test operation in the 
San Francisco area in behalf of 


Shangri-La dehydrated banana 
segments, packaged in Mexico and 
distributed in the United States by 
Little & Co. 

The Chicago company made a 
comparatively small splash when 
it plunged into the food products 
field five years ago, running up a 
gross sales total of $30,000. Its 
gross last year, however, is esti- 
mated at close to $750,000. This 
year, with continuing heavy Army 
and civilian demand for the dehy- 
drated products it packages at 
plants in Saugatuck, Mich., and 
LaFayette, La., the company ex- 
pects to boost the total well above 
$1,000,000. 


Gets Plant Priorities 


The company’s first advertising, 
to the medical profession, promoted 
the medicinal value of its garlic 
powder. Expanding rapidly, the 
manufacturer twice outgrew its ac- 
commodations here as it added 
new products and increased distri- 
bution via jobbers throughout the 
country. With the advent of the 
war, Little & Co. won priorities for 
material to construct the new 
Louisiana dehydrating plant, close 
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POINT-FREE — Ready-to-cook 
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spinach 


with a meat base seasoning is this 
Kwik-Dri brand, new dehydrated prod- 


uct distributed by Little & Co., 


Chicago. 


to the source of its supplies. A 
large part of its output, particu- 


dont gi 
on't give up! 
Have wartime shortages and disrupted markets caused you to give up or 


neglect your contacts? If they have, you may regret it when Victory comes. 
For, once folks forget your brand and your product, your task of rebuilding 


lost prestige will be long, arduous and costly. 


Even with no merchandise available, you must keep up your point-of-purchase 
contacts. Insure instant peacetime demand for your goods by continuing 


reminder displays throughout the duration. 


Heed the sales lesson learned in the first World War: Stick fo your guns... 
Remind today, constantly, those on whom your success will depend tomorrow! 


CHICAGO ad 


dauntless perseverance. 


—_ 


For years, through disappointments, delays, rebuffs, 
discouragement and disillusionment Alexander 
Graham Bell struggled on to ultimate triumph over 
every mechanical and financial obstacle. Today a 
gigantic network of millions of telephones consti- 
tutes the veritable nerve structure of American 
Industry — the eternal monument to one man’s 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 1905 


DETROIT bd 


JERSEY CITY 


Advertising Age, Marc , 1944 
larly onion flakes, still goes to the 
Army. 

Little & Co.’s initial consumer 
copy, 14-line messages, went into 
newspapers in major markets and 
did an excellent job of building 
sales, according to Roy A. Asmus- 
sen, advertising and general sales 
manager. The small ads urged 
consumers to look for Little’s de- 
hydrated onion flakes at their 
grocers, the product being a popu- 
lar 10 cent repeat item. 

Advertising was continued con- 
sistently but the copy never went 
beyond a 28-line limit. Now the 
company believes it is in a position 
to consolidate and protect its posi- 
tion in the field, and it plans a 
series of 2 column by 56-line ad- 
vertisements in newspapers of 
more than 40 major cities from 
coast to coast. 


Plans Complete Line 


If present plans go through, the 
newest vegetable in the line of de- 
hydrated products, Kwik-Dri spin- 
ach, will be the forerunner to a 
complete vegetable selection—po- 
tatoes, beets, carrots, squash, 
pumpkin, etc. Opening copy for 
the spinach will emphasize that it 
is point-free and ready to cook 
with a meat base seasoning—all for 
the price of a regular No. 2 can of 
spinach. Contents of one package 
are sufficient for four servings. 

Newspaper advertising is being 
supplemented with sampling to 
consumer and dietary groups, cook- 
ing school tie-ins, etc., and the 
company also is contemplating its 
first schedules in trade publications 
serving the food field. 

Starting March 29, the company 
plans an 11-week test in four San 
Francisco area newspapers for 
the dehydrated banana _ sections. 
Housewives are invited, via 100 
and 200-line copy, to send to the 
company for a recipe book detail- 
ing how to serve this “new deli- 
cious taste thrill” that may be used 
to bolster wartime menus. Excel- 
lent retailer interest has already 
been demonstrated, the company 
says, and it hopes to expand dis- 
tribution quickly. 

Gourfain-Cobb Advertising 
Agency, Chicago, handles the ac- 
count. 


AFA Admits Eighteen 
to Membership 


The Advertising Federation of 
America, New York, has admitted 
the following to membership: 
Hunting & Fishing, Boston; Presba, 
Fellers & Presba, Inc., Chicago; Ed 
Wolff & Associates, Rochester, 
N. Y.; Prince & Company, Detroit; 
Freitag Advertising Agency, At- 
lanta, Ga.; and Edward W. Ro- 
botham & Co., Hartford, Conn. 

John H. Owen, Inc.; American 
Girl; Peck Advertising Agency; 
Kelly-Smith Company; Southern 
Agriculturist Company; American 
Mercury; and Supervision, all of 
New York; RCA Victor Division of 
Radio Corporation of America, 
Camden, N. J.; Philadelphia 
Daily News; George H. Hartman 
Company and American Bancserv- 
ice Company, Chicago; and Mc- 
Cormick - Armstrong Company, 
Wichita, Kan. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers .. . 
100,000 readers daily! 
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THE MISSIONARIES who came from New 


England over a hundred years ago were staunch believers in 
these familiar words “Cleanliness is next to Godliness.” 

Today, this tradition of keeping everything “spick-and-span” 
is maintained in Hawaii by the continuous purchase and use of 
nationally known brands of soaps and cleansers. The fact is, the 
demand for these products is greater than ever because of Hawaii’s 
new and growing population. 


Military censorship forbids us from giving you the figures 
of Hawaii's concentrated population in Honolulu. But we can 
assure you that the buying habits of these people call for your con- 
stant consideration of Hawaii. So Pin-Up Hawaii on your sales 
map. Let it remind you that Hawaii is just as American in its 


conversation, housekeeping methods, and desires as your home 
town. When the time comes for you to enter Hawaii with your 
advertising campaigns, remember that the Honolulu Star-Bulletin 
will carry your message most directly to your potential customers. 
For in Honolulu, where the concentrated population of Hawai 


is, the Star-Bulletin has a carrier delivery to 9 out of 10 homes. 


Honolulu Star-Bulletin 


OVER 115,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO PORTER DICKINSON, ASSISTANT GENERAL 
MANAGER, HONOLULU STAR-BULLETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, SAN FRANCISCO, LOS ANGELES 
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Gordon Names Best 


Frank Best & Co., New York, 
has been named to handle the 
advertising of the Pauline Gordon 
Company, New York, manufac- 
turer of brassieres. National maga- 
zines and business publications 
will be used. 


Appoints Helgeson 

‘John T. Helgeson, formerly with 
the Portland Cement Association, 
Chicago, has been named advertis- 
ing representative of Better Homes 
& Gardens in Minnesota and Wis- 
consin, with headquarters in Chi- 
cago. 


WBNS 


CENTRAL OHI0'S ONLY CBS OUTLET 


THE EARS HAVE IT 


WITH 


ASK ANY BLAIR 
MAN OR US / 


‘Sun’ Sets Up New 
Bulletin Service 


The New York Sun has inaugu- 
rated a new service for business 
executives in the form of an at- 
tractive loose-leaf binder titled 
“So Goes the Nation,” containing 
capsule reports of articles in news- 
papers, magazines and government 
publications under the headings of 
postwar planning, markets, manu- 
facturing, retailing, advertising and 
straws in the wind. 

The service will be augmented 
by monthly bulletins. Pages will 
be keyed for convenient insertion 
and an up-to-date index will be 
provided each month to replace 
the previous one. 


Willis Heads WLAP 

J. E. Willis, formerly commercial 
manager of Station WLAP, Mu- 
tual’s outlet in Lexington, Ky., has 
succeeded Ted Grizzard as man- 
ager of the station. 


Names Morton Freund 

Climatic Rainwear Company, 
New York, has named Morton 
Freund Advertising Agency, New 
York, to handle its account. 


War Ad Council 
Releases V-Mail 
Campaign Guide 


New York, March 21. — The 
urgent need for expanded use of 
V-mail to conserve shipping space 
was stressed this week in an appeal 
for advertising cooperation, issued 
by Army authorities through the 
War Advertising Council. 

Background information on 
V-mail and suggestions for adver- 
tising treatment of this theme, are 
contained in a new campaign 
guide, prepared by the Council in 
cooperation with the Office of War 
Information. The guide describes 
procedures in handling overseas 
mail and points out that V-mail 
is the only mail that always flies. 
Of more than 300,000,000 V-mail 
letters already handled, not a sin- 
gle one has been lost, says the 
Council’s guide. Sample advertis- 
ing layouts and radio and outdoor 
suggestions are also included in 
the campaign guide. 

Volunteer Council task force on 
the V-mail campaign is Grey Ad- 
vertising Agency. Jack P. Rees, 


WORCESTER, 


WORCESTER THANKS YOU! 


Workers at Graton & Knight's, Worcester, are justly 
proud of their share in earning this terse citation from 


GENERAL BERNARD L. MONTGOMERY. 


“The Eighth Army wishes to thank 
every worker who had a part in build- 
ing the M3 ‘honey’ tanks. No praise 
can be too high for these tanks and 
for the factories and workers who 


have made them.” 


In war or peace, assembly lines throughout the nation 
depend continually on Worcester for hundreds of 
essential parts and tools. In the air, on land and sea 


— in all ports of the world — Worcester-made products 
are making a vital contribution to the success of the 


Allied war machine. They will be needed just as much 


diversified 


in building the machinery for post-war production. 


In war or peace, Worcester’s highly 
industries assure steady 


employment and stable buying power. 
This market is rich, solid, progressive. 
CITY ZONE POPULATION: 235,125. 
City and Retail Trading Zones: 440,- 
770. The Telegram-Gazette gives 
blanket coverage. 


led eer le 


WORCESTER, MASSACHUSETTS 
GEORGE F BooTH Pubiishes- 
nd ASSOCIATES, NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


Advertising Age, March 27, 1944 


Is your overseas letter flying 

or plowing? —=G 
—_—— 
—= 4 FY AV 


ee 


SEND IT V----MAIL 
W's fast...it's sate...it's private 
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SAFER, FASTER—This 1,000-line Hiram 

Walker ad is one of a series of three 

appearing in major newspapers across 

the country to urge the public to make 

greater use of V-mail. Sherman K. Ellis 
& Co. is the agency. 


Arthur Kudner, Inc., is campaign 
manager, with Edwin O. Perrin, 
Council staff manager. 


| HIRAM WALKER LAUNCHES 


V-MAIL AD CAMPAIGN 

Detroit, March 21.—Convinced 
that the only way the public can 
be thoroughly educated and im- 
pressed with the importance of 
using V-mail is by vigorous ad- 
vertising, Hiram Walker, Inc., has 
released a campaign in 110 metro- 
politan newspapers throughout the 
country designed to increase the 
use of V-mail. 

The advertising appears in 1,000- 
line space and endeavors to sell 
V-mail just as any other product 
or service. Under the head “Is 
your overseas letter flying or 
plowing?”, the first ad tells what 
V-mail is, how it is processed, why 
it is faster, safer and why it must 
be used to save cargo space for 
food and munitions. 

Quotes by Generals Somervell 
and Eisenhower urging the use of 
V-mail are also contained in the 
copy. 

The campaign consists of three 
ads, one in March, April and May. 
Newspapers are given considerable 
leeway on insertion dates. Sher- 
man K, Ellis & Co. is the Hiram 
Walker agency. 


Apex Names Walter 

Jack Walter, New York district 
sales manager for the Apex Elec- 
trical Mfg. Company, Cleveland, 
O., maker of electrical household 
appliances, has been named east- 
ern division sales manager of the 
company. 


ADVERTISING 
MAN 


Advertising Department of 


large nationally known food 
manufacturer has opening 
for all-around advertising 
man. Must be experienced 
in planning complete pro- 
grams including copy and 
rough layout. Tact in work- 
ing with sales departments 
essential. Write details of 
your background and draft 
status. 


Box 4659, Advertising Age, 
100 E. Ohio St. 
Chicago 11, Il. 
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However, before getting any ideas, under- 
stand it’s your product, not you, this New 
Aristocrat is interested in. 

She is buying plenty of war bonds and still 
her pocketbook bulges with money for the 
things that are important in her life. 

And she knows exactly what she wants. 
One of the things that are important to her 
is her Ideal Women’s Group Magazine. Be- 
cause of this, the Ideal Women’s Group 
enjoys a 99.6% voluntary news stand sales, 
and a loyal 10 million readership. 


She buys her Ideal Magazine for the fea- 
tures in it she loves. She patterns her life 
after the motion picture stars she knows so 
well, and whose preferences in fashions, 
drugs, accessories, furs, cosmetics, food, 
furniture, shoes, clothing and household 
appliances she follows faithfully in her favor- 
ite Ideal Women’s Group Magazine. 


Tell her your story now. She’s the eager, 
responsive buyer of today. Gain her confi- 
dence now, for she’s the mother, home- 


maker and mighty market of tomorrow. 


99.6% voluntary news stand sales— 
Lowest rate per page per thousand in 
the entire women’s group field! 


We are in a position to guarantee present 
circulation, maintain full editorial service and 
provide exceptional space opportunities for 
advertisers, through the elimination, for the 
duration, of two magazines outside our IDEAL 
WOMEN’S GROUP. 

NEW YORK 


Ideal Publishing Corp. 295 Madison Avenue 
New York 17, N. Y.—MU 3-8191 
CHICAGO LOS ANGELES 
Ideal Publishing Corp. Don Harway & Company 
360 North Michigan Ave. 816 West 5th Street 
Chicago 1, !ll._—State 5582 Los Angeles 13, Cal.— Mutual 8512 
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Pittsburgh Glass 


Eyes New Fields, 
Expands Ad Drive 


(Picture on Page 59) 


Pittsburgh, March 22. — With 
some of its larger markets lost as 
the result of the war, the Pitts- 
burgh Plate Glass Company is 
pressing one of the largest adver- 
tising campaigns in its history, 
both in scope and expenditure, 
officials disclosed this week. 

Seeking other outlets to offset 
this loss, officials explained, “in- 
volves entering new fields, making 
a bid for postwar business in 
fields not yet open, and in gen- 
eral carrying on an educational 
policy of explaining present avail- 
ability of products and plans for 
future products. All this requires 
extensive advertising campaigns.” 

Greater emphasis will be placed 
on glass and paint products in 
1944, it was pointed out, with 
chemicals and brushes being ad- 
vertised only less strongly. In all, 
500 separate advertisements are 
planned on glass products, with 
the company’s message reaching 
every type of buyer—housewife, 
purchasing agent, product de- 
signer, architect, chemist, engineer, 
and on throughout the list of 
potential buyers of glass. 


Four Campaigns Started 


“Four major campaigns are al- 
ready under way this year to sup- 
port the salesman in placing Pitts- 
burgh glass over the nation, and 
six other smaller campaigns con- 
tribute to make the entire policy 
one of the most comprehensive 
ever undertaken by the Pittsburgh 
organization,” the company reveals 


in its house organ, 
People.” These are: 

(1) Consumer retail sales. Color 
advertisements in home magazines 
and leading furniture publications 
will tell more people this year 
than ever before of the beauty and 
utility of Pittsburgh mirrors and 
plate glass table tops, with the 
home owner, “already sold on 
glass in the home,” persuaded to 
look for Pittsburgh plate glass. A 
secondary object will be to have 
department and furniture stores 
sell table tops and carry mirrors 
made of Pittsburgh glass. 

(2) Postwar homes. National 
advertising will carry the theme, 
“A Little Extra Glass Means a Lot 
of Extra Charm,” to thousands of 
prospective home owners after the 
war. The appeal will be made to 
families with an income from 
$2,000 to $5,000, who will have 
homes costing from $5,000 to 
$7,500. The campaign will also 
combat the impression that glass 
in the home is only for the 
wealthy. Supplementing this na- 
tional advertising will be a new 
booklet showing simple, inexpen- 
sive uses of glass in the average 
home. 


Tells Story to Architects 


(3) Architectural advertising. 
One of the largest advertisers 
in architectural publications, the 
company in an expanded cam- 
paign will continue to tell builders 
what it has to offer in the way of 
glass and metal for all kinds of 
structures. The drive is based on 
the theory that glass is playing an 
increasingly important part in de- 
sign and that Pittsburgh has a 
glass to fit each need. Booklets 
will also be an additional aid in 
this advertising. 

(4) Store fronts. Although no 
store fronts can be sold now, the 
company will inform architects of 
new designs and new products for 
modernizing business houses when 
restrictions are lifted. 

In other campaigns such special 


“Pittsburgh 


“INDUSTRY 


IN BANK 
DEPOSITS 


CORPUS CHRISTI, Texas (Mar. 1944) 104,550 Population 


GAIN 
POPULATION 


4648% 


GAIN 
BUILDING 
PERMITS 


EPRINTS of editorials written by leading In- 
dustrialists over the country, expressing their 
opinions regarding POST-WAR CORPUS 
CHRISTI, are collected in a booklet... “INDUS- 


TRY SPEAKS." 


Request your copy today. 


The Corpus Christi CALLER- TIMES 


Represented by TEXAS DAILY PRESS LEAGUE 


products as Foamglas and glass 
block made by Pittsburgh Corning, 
and safety glass, Pennvernon win- 
dow glass, glass tanks, and Car- 
rara glass, will be promoted. 


Builds Customer Confidence 


The company, one of the coun- 
try’s most consistent paint adver- 
tisers, in its 1944 copy will con- 
tinue to build customer confidence. 
The first of the major ads has been 
scheduled for the March 25 issue 
of The Saturday Evening Post, in 
which is told the story of “Molecu- 
lar Selected Oils.” This theme is 
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based on a development that origi-|nomical paint protection under 


nated in Pittsburgh’s technical 
laboratories and was hastened by 
the shutting off by the war of 
quick-drying oils, most of which 
came from the Orient. 
Advertisements, appearing in 
magazines reaching 84,000,000 
readers, will tell how “For the first 
time, by Pittsburgh’s new Molecu- 
lar selection system, a paint oil 
supplied by nature as a complex 


today’s difficult conditions.” 

On still another front the com- 
pany is conducting a campaign in 
behalf of “Color Dynamics,” de- 
fined as “the scientific utilization 
of the energy in color to promote 
efficiency in industry.” The 1944 
schedule is especially designed to 
gain prestige and distinction for 
the company’s industrial chemical 
products bearing the Columbia 
label. A total of 215 advertise- 


mixture is ‘unblended’ to produce 
a superior oil for paint-making,” 
assuring users “long-lasting, eco- 


ments amounting to nearly 5,500,- 
000 impressions in 25 different 
publications, the company declares, 


Who chec 
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” differences... revealed by a stecic 


U.S. BUREA Usrtiet 


For each $100 Gross Income per average U. S. farm there is enjoyed 5 


SUCCESSFUL FARMING SUBSCRIBERS $10. —_tam 
Neighbors (Non-subscribers) ARIA 
Heart States, New York, Pennsylvania RARITY Som 


Other 33 States BER REET 
SIGNIFICANCE: 


... Successful Farming Subscribers are BEST... in their an + 


NOTE: Ask Successful Farming salesmen to show you proof of —s 
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der “will provide the industrial user 
of heavy chemical products with a 
ym- continuous picture of what Colum- 
. in bia has to offer.” Supplementing 
de- 5 this campaign will be information 
tion in 18 different catalogs and direc- 
ote | tories. 
. Starts ‘Columbia Spotlight’ 
for Color pages are scheduled for 
ical Industrial & Engineering Chemis- 
ibia try and Purchasing, and in addi- 
ise- tion space in India Rubber World 
00,- and Rubber Age will reach hun- 
rent dreds of chemical purchasers. 
res, “Columbia Spotlight,” an innova- 


tion in the division’s advertise- 
ments, will be a column in each 
ad including such items as product 
application, new uses of chemicals, 
or general paragraphs of interest 
to customers. 

Regarding the development of 
synthetic bristle as probably the 
most important single achievement 
in brush manufacturing during 
the past year, the company will 
aggressively advertise Neoceta 
(Pittsburgh’s trade name meaning 
new bristle) in a comprehensive 
schedule in eight trade publica- 


tions. Supplementing this will be 
an illustrated folder designed to 
tell the complete story of the 
origin of the Neoceta brush. 

Also to be issued by the com- 
pany is the tiny “Neoceta Identi- 
fication Booklet,” containing com- 
plete identification information 
about the United States armed 
forces. 

The company’s wire brush ad- 
vertising will be a relatively small 
and concentrated campaign in 
publications devoted to the steel 
industry. 


Two Join Geyer 

Leslie Munro and Felix M. Sut- 
ton have been appointed associate 
copy directors of Geyer, Cornell & 
Newell, New York. They will work 
with Vernon M. Welsh, vice-presi- 
dent and copy director. 


Linahan to Macfadden 


Joseph W. Linahan, formerly 
with the Chicago sales staff of the 
New York News, has joined the 
eastern sales staff of Macfadden 
Women’s Group. 


TO COVER A 


MARKET 


ecks the County Agent? 


... THERE ARE DIFFERENCES™ 
IN FARMERS... 


We. does the country agricul- 
tural agent go when he wants his 
thinking checked? To the field, of course. 
And —if you followed him—you'd find 


that, instinctively he always heads for 
certain farms. 


For, as in industry, there are leaders in 
farming, whose judgment and opinions al- 
ways count most. Their acres are always 
most productive... their harvest the first 
to be completed. They own more tractors, 
more machinery, more automobiles than 
their neighbors. And you'll find that their 
favorite farm magazine—the magazine 
they prefer above all others for up-to-the- 
minute information on the important busi- 
ness of farming—is Successful Farming. 

Successful Farming is the favorite ‘trade 
publication” of the top farmers of the 
Heart region. It has become so because 


its editorial contents are built on an inti- 
mate and personal knowledge of Heart 
farm families—what they produce—how 
they live. For more than 40 years, Suc- 
cessful Farming has been their working 


and planning guide. They prefer it to all 
other farm magazines. 
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Serves the Nation’s Farm Leaders 
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This advertisement, which originally appeared in the Chicago Sun, Decem- 
ber 9, 1943, is reprinted here because of the many requests for copies. 
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The Customer is always wrong 


... or is he? 


Something has happened to us Americans. 7 7 7 Us on the home front. 


You’ve noticed it, of course. It’s evident wherever you turn. 


Walk into a store to shop, and you’re sure to feel it. A “don’t care” attitude, yes—but it’s more than that; it’s an almost deliberate 


rudeness. How dare you take up the salesperson’s time? 

Or go into a restaurant. The waitress snaps at you. You growl at her. 
And so on all through the day . . . wherever you go. 

Why? | 


We've always been a friendly people. Helpful . . . cooperative . . . reasonably courteous. Whatever the job we 
had to do, we’ve tried to put our best foot forward. 


Why should the fact that “there’s a war going on” change us into a nation of sourpusses? 


That’s not the way to win the peace. No, nor to win the war. Victory lies along the road of cooperation—unity. Winning the peace 


will come through consideration for the right of others—through everyone pitching in to make a better world. 


Naturally, we can’t be good neighbors to the world without being good neighbors at home. Why not 
start practising now? Let’s quit the crabbing—stop the bickering—be friendly. You— eee 


eis and I—let’s try once more being considerate of each other. Let’s ~ ok 
not just take—but give and take. 
of gah 
Then—and only then—our American way of life can live! Jose onl ng 
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Advertising Age, March 27, 1944 


DEAR JOE . . . . BUSINESS CHART OF THE WEEK 


_.. . THE PAY-OFF. . . . OTHER FEATURES... | 


Dear Joe , 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 
Unless soldiers have changed funda- 
mentally, you are wondering, as I was 
26 years ago, what sort of opportunity 
you’re coming back to, in this advertising 
business you had just started before you 
left for the vastly 
gcse: job you’re do- 
ng now. Joe, don’t 
worry — your oppor- 
tunity is going to be 
greater than it has 
ever been before, for 
two reasons: 

First — there are 
going to be more new 
advertisers. Thou- 
sands of business men 
have learned for the 
first time to believe 
firmly in the power of advertising. They 
have seen it put over our huge bond 
drives and sell salvage ideas; they have 
seen it gain quick recognition and im- 
pressive standing for companies unheard 
of before the war; many have experienced 
for the first time the power and bite of 
advertising in their own companies. 

The second reason your opportunity 
after the war will be great is that so many 
of the advertising brethren have gone 
soft, and there’s going to be a big demand 


Kenneth W. Akers 


for he-man realists. And I have an idea 
that what you’ve been doing will make 
you just such a guy. 

So many advertising men have been 
winning the war single handed that it’s 
really surprising you boys have had any- 
thing to do. You know, it’s almighty easy 
work to whip up a four-color splash on 
how XYZ Gimmicks charge up the beach- 
head to Victory and will win the peace, 
too (whatever that means). It takes 
about four minutes flat to whip up that 
opus: get Victory in the head, add name 
of product (and company), show idealized 
drawing of product with palms (full color 
if possible), sprinkle through copy “our 
boys,” “win the war and the peace,” etc., 
and you have the rest of the day to fight 
the war in the nearest bar. 

The casualty list of these warriors is 
going to come after the war (it’s too bad 
for advertising that it didn’t come before) 
and there will be many a vacant place in 
the ranks, Joe, that you can fill—and fill 
better. 

So don’t worry. The opportunity for 
the years ahead is a glorious one. Come 
home soon, boy, and safely, and get 
started at it. 

KENNETH W. AKERS, 
Executive Vice-President, Griswold- 
Eshleman Company, Cleveland. 


lhe Pay - OA d NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 

Mail order advertisers quickly learn 
that there are seasons of the year when 
people respond less readily to almost any 
kind of advertising than at other seasons. 
This is so pronounced that such adver- 
tisers apportion their advertising budgets 
accordingly. 

These slack periods vary slightly with 
the kind of product advertised but in 
general the pattern is much the same for 
year-round products. The summer months 
are the off period for almost all products, 
the period between Christmas and New 
Year’s is a close second and the week 
of March 15 shows a slight drop. 

Thus Station KMA at Shenandoah, Ia., 


shows that they spent their money by 
months in this way: 


Jo Yo 
ps eee Se OD adieu ess 7.3 
February ...... SS AMM casccccs 10.4 
arr es 7.3 September .....10.5 
ME, o0d544430% G65 Octoper ....... 11.2 
arr re 5.5 November ..... 8.8 
PD. secsviines 4.4 December ...... 9.5 


of a number of keyed publication and 
direct mail advertisers showed percentage 
of responses by months to follow the 
pattern indicated in the accompanying 
chart. ‘ 
The reasons for these off seasons seem 


quite apparent. Between Christmas and 
-se 
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COMPOSITE EXPERIENCE—This significant chart shows the composite experience of a number of 

keyed publication and direct mail advertisers in securing responses to their advertising. As will be 

noted, high months are October, November and the early part of December, while low months include 
the summer and the year-end period. 


reports its experience over a period of 
six years (1937 through 1942) with mail 
responses to year-round advertisers so- 
liciting a response (taking the average 
month as 100%): 


% % 
1, Maren «. 840RT 7. Ost, i... 92.53 
a” ae: Fh eS eee 85.07 
a are if a ae 84.03 
| 110.60 10. June 80.84 
eer of i) 79.58 
eee 106.74 12. Aug. ..... 69.78 


A survey made by Schwab and Beatty 
covering the 10-year (1929 through 1938) 
expenditure of almost two million dollars 
by five experienced coupon advertisers 


New Year’s, people are _ holidaying. 
Around March 15, they are busy with 
income tax and not in the mood to buy. 
In the summer they are out of doors and 
have less time to read, listen to the radio 
or read sales letters. With magazine ad- 
vertising, there is the corollary fact that 
newsstand sales drop off in the summer. 

Obviously there are variations for sea- 
sonal products. Some articles will do bet- 
ter in the summer months than in winter 
while hot cereals will do much better in 
winter. But unless your product is a sea- 
sonal one, you will probably get best re- 
sults in those months when people re- 
spond best to advertising. 


lhe Creative Wan: Corner 


We think it would be well to put down 
at the outset that this is going to be a 
personal corner. It has strong convic- 
tions, sharp likes and dislikes and no 
sense at all for logrolling. 

If it is dedicated to anything it is the 
premise that advertising has never had 
a better definition than the one John E. 
Kennedy wrote out 37 years ago for 
Albert Davis Lasker: Advertising is sales- 
manship in print. 

If anyone wants to add or on the air 
this corner won’t quibble for it is only a 
logical extension and it inno way changes 
the proposition. 


minority in the advertising lineup. 

For the most part, we find in the col- 
lection advertisements that have appeared 
in magazines and newspapers like scenes 
from a novel or play, as apparently dis- 
connected from real life as they are from 
the signatures which inevitably appear 
at bottom, left. 

Again and again in the exhibit, which 
seems to us comprehensive and eminently 
fair in its selection, we find no attempt 
at all to tie in the advertiser with his 
message—to use his name and his ex- 
perience to make it real. 

Take the bond ads for example: 
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IN THE RUSH OF SPRING WORK 
DON'T LET YOUR TIRES WEAR 
TOO THIN FOR RECAPPING 
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UNITED STATES RUBBER COMPANY * Keep it under your STETSON | 
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idle words make busy subs! 
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IMPRESSIVE—These are three ads which are cited by the Creative Man as good examples of war- 


effort 


Moreover, it is copy—the principal tool 
of advertising, with which we are to be 
concerned and whether it is actually done 
into print or typed out to be read into a 
microphone we think it is the very same 
thing. 

Anyway, that is how we propose to 
look at it. 

Just now, of course, the most notable 
copy exhibit is that of the hundred best 
war advertisements of 1943, picked out by 
the OWI, the War Advertising Council 
and a jury of distinguished practitioners. 

We are most impressed by the simplest 
ads. 

By and large we think the food people 
have done the best job. Minnesota Val- 
ley Canning Company, California Packing 
Corporation, American Meat Institute, 
General Mills and Armour & Co.—all 
have stuck to facts and made these vitally 
important. In clearly and carefully ex- 
plaining point rationing and shortages, 
in giving directions for home gardening 
and home canning and in fighting food 
waste and chiseling they, as a group, have 
spoken directly and with authority. 

United States Rubber Company, Frigid- 
aire and American Telephone & Tele- 
graph also have used their authority with 
real effect. And Stetson has achieved a 
dramatic and natural tie-up. 

Unfortunately, we think, these are a 


y 4, U 


copy. 


Here is no oil refiner telling us simply 
and directly how many bonds it takes to 
make the fuel to train a fighter pilot, or to 
make the Berlin run. No manufacturer 
adds up for us the time and men and 
money—the bonds it takes to make a ma- 
chine gun or a boat or bomb, the things 
he knows about. 

Instead the stuff is fiction, signed by 
Esso... Gruen... Texaco. And it has 
no Tolstoy touch. 

This corner doesn’t think that advertis- 
ing has to sell the war to the American 
people. The daily news stories and the 
casualty lists and the increasing number 
of men and women who daily are missing 
from their accustomed jobs beside us 
tell better than the best of all these ad- 
vertisements what’s going on. And most 
of us are sure now that it isn’t any pic- 
nic. 

The thing that advertising ought to 
help to get across is what each one of us 
must DO about it. 

We think war advertising as a whole 
should start in now to sell! 

ok ca * 

As a footnote to the above it may be 
recorded that in the current issues of 
“Life,” “The Saturday Evening Post” and 
“Collier’s” there is a sum total of six ad- 
vertisements devoted to all the war drives 
now in progress. 
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EVERY 14" ADULT IS A GOVERNMENT EMPLOYE 


ae ce oe Hae oe 


(Total population between ages 18 and 69, 1940 Census : 86,169,848 ) 
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$35,650,000 in 
Advertising Backed 
‘43 War Messages 


New York, March 23.—Last year 
U. S. business contributed $352,- 
650,000 worth of advertising to 
bring the people facts about im- 
portant home front problems and 


to urge them to take action neces- 
sary for the support of the men 
on the fighting fronts, the War 
Advertising Council revealed today 
in its second annual report of its 
activities, hailing the mobilization 
of America’s unequaled channels 
of information as “one of the 
major home front developments of 
World War II.” 

Indicative of the scope of indus- 
try’s contributions toward a bet- 
ter-informed citizenry, the Coun- 
cil pointed out that the value of 
war theme advertising last year 
was equivalent to the total adver- 
tising expenditures of the coun- 


try’s 700 leading national adver- 
tisers. The figure is particularly 
impressive when placed alongside 
the advertising contribution of 
$2,000,000 recorded for all of 
World War I. 

Of the $352,650,000 total last 
year, war bonds received the larg- 
est advertising support—$88,840,- 
590. Campaigns dealing with war- 
time food problems were in sec- 
ond place, with $46,586,794. Other 
major programs received the fol- 
lowing advertising support: con- 
servation, $38,927,100; the armed 
services, $30,835,335; manpower, 
$21,633,792; anti-inflation, $11,304,- 


864; national war fund, $10,899,- 
591; Red Cross, $10,616,014; un- 
necessary travel, $8,802,898; and 
civilian services, $4,719,624. 


Future ‘Easier and Tougher’ 


In its capacity as the chief point 
of liaison between business and 
government in the development of 
home front campaigns, the Council 
worked with the Office of War 
Information and 17 other federal 
agencies, on 37 different informa- 
tion programs. 

The Council warned that “from 
here on the task is both easier and 


Yes, big things are in the wind for 
Los Angeles, America’s second largest 
war goods production center, because: 


This county has demonstrated its 
ability to absorb a staggering 197 per 
cent population gain of 1,849,188 be- 
tween 1920 and 1940—and still keep 
pace industrially! 


In 1919 it was only twenty-seventh 
among the nation’s industrial counties, 
but by 1935 had climbed into fifth 
place! 


The prewar years of 1935-1939 saw 
the value of its manufactured products 
increase more than 67 per cent with 
wage totals zooming 96 per cent! 


Advertising Age, March 27, 1944 


The Dennison Handy Helper says: 
Don't Just Think About It,Write 


Send It V-Mail, Keep It Light 


AND ON THEIR PACKAGES USE 
Dennison : 
SERVICEMEN’S LABELS 


ht Stationery Departments Everywhere 


HANDY HELPER—Dennison Mfg. Co.'s 
trade character works in a small ad 
series running in national magazines, to 
boost campaigns sponsored by the War 
Advertising Council. 


Since 1940 tremendous wartime 
production has strengthened and en- 
larged this area’s postwar pattern by 
making available from nearby sources 
such basic materials as steel, aluminum, 
magnesium and rubber! 


~ 


Truly, Los Angeles deserves top 


position in your present and postwar 
planning. 


Couple your plans with The Evening 
Herald-Express— 


For years FIRST in city circulation, 
FIRST in city and suburban circulation, 
FIRST in total circulation among all 
daily newspapers in the West. 


LOS “ANGELES 


HERALD-EXPRESS 


LARGEST CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 


REPRESENTED NATIONALLY BY 


PAUL 


BLOCK AND ASSOCIATES 


tougher. Easier, because the sur- 
veying has been done and the road 
half built. Tougher, because we 
shall have to fight easy optimism, 
war weariness and the strong and 
willful pull of the wishful thinkers 
who cry that business as usual is 
just around the corner. 

“Unless we are careful, unless 
campaigns are planned carefully, 
the day after the German defeat 
there will be close to 130 million 
people running around doing the 
wrong things. Defeat of Germany 
will change our national prob- 
lems; it will not end them. We 
will still have a Class A war on 
our hands against a fighting and 
fanatical enemy,” the Council’s 
report says. 

“We must underestimate neither 
our enemies nor our problems. 
War problems will not end with 
the war; they will not end with 
either of the two wars we are 
fighting. Mass actions—the right 
actions—will still be needed. Be- 
cause these mass actions have been 
secured, democracy has been kept 
alive at a time when it might have 
withered. 

“Information, persuasion, repe- 
tition—advertising messages with 
a sense of responsibility to the 
nation as well as to the business 
that signs them—are going to be 
necessary for some time to come.” 


‘Science’ Advances Two 

Russell Buckhout, formerly New 
York manager of Popular Science 
Monthly, has been named western 
manager of the magazine, with 
headquarters in Chicago. Kenyon 
Ivie, in the Chicago office of the 
magazine for the past year and a 
half has been named Detroit man- 
ager. He will also be in charge 
of a Cleveland office, which will 
be opened soon. 


Cleland to Fadell 


John H. Cleland, with the Min- 
neapolis Star Journal and Tribune 
since 1923, has joined the Fadell 
Company, Minneapolis public rela- 
tions, publicity and advertising 
agency, which has moved to larger 
quarters at 525 Northwestern 
Bank building. Michael J. Fadell, 
head of the agency, also heads its 
newly created advertising division. 


““Never mind, Schnitzel- 


berg, now you can listen to 
WFDF Flint some more.” 
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“ ed for in the tabulation above does 3 
. not permit a breakdown in terms 
d of these specific campaign themes. 
Ss 
s Baker Joins OWI 
= Franklin D. Baker, art director \ 
y, with J. Walter Thompson Com- i 
At pany, New York, has accepted an j 
n overseas assignment with the 1 
e Office of War Information. No 
y successor has as yet been named 
“6 at the agency. 
le anima ‘ 
) + . 
‘a Appoints Remington . 
x Wm. B. Remington, Inc., Spring- 

field, Mass., has been appointed to 
or handle the advertising of Corbin 
a Screw Corporation, New Britain, } 
h Conn., a division of the American 
-h Hardware Corporation. 


aera he 


Advertising Age, March 27, 1944 


How 1943 Home Front 


~ largement, reprinting and distri- Whisk Ration six coupon: itli 1 
Campaigns Were Aided N U bution, the first issues were sent Y oc an a ee Franklin | 
Advertising Ow on ° S. free starting Jan. 10 to a selected Books Offered by blended whisky each month at his 
War Theme Support N t d oy = ae Americans (AA, Dec. : liquor store or tavern. : 
ar Bonds .......... ,840, , . Tal istilli i 
hal aera ig 18 $ ea dee Se ewsstands According to Don Iddon, Ameri- Chicago D istiller celeste rye Fy Com : 
Conservation ......... 38,927,109] New York, March 21. — The| 2" correspondent in charge of the! Chicago, March 21. — Inviting | 0Wners, and has offered it to others 
Armed Services ...... 30,835,335 | trans-Atlantic edition of the Lon- | Publication, the unexpectedly large fetri ““Jdopt the| in the field to prevent duplication | 
Manpower 21,633,792 d Dail , : demand for single copies and re- other distributors to adopt the in the Chica a Potential 
pow ye tea reseerees 11304 864 aie “a Mail, 9 by 12-inch| quests for subscriptions required | Plan for their own use, Carter| ou tomers ase walend that -- 
National War Fund... 10.899.591 pte y digest of London news; | the printing of more copies which | Distilling Company this week attempt to defeat the purpose of 
ae gral ‘orn yt — 4 its bow last week at a dozen|jeq to the decision to place the launched a voluntary consumer | the rationing program will be | 
aa. 8,802,898 | Now =< Fete pone J in _midtown| operation on a_ self-supporting| Whisky rationing program. prosecuted, and that resale of 
Civilian Services... 4.719.624 ; nig ork and Washington, selling | pasis, Recently it was announced} Large-space newspaper copy in| liquor by a consumer is a federal | 
Information Security . . 392 828 pg SoA agen a copy. that the publication would also be | local dailies explains the plan and| offense. 
——........ 182-675 a ite aes hav in the home sold on an annual subscription | carries a coupon to be used by the; Midland Advertising Agency ~ 
Forest Fire .......... oP otographed on| basis of $3 per year. consumer in applying for a whisky | handles the Carter account. 
Miscellaneous (This 
classification covers 
war themes not in- F 
cluded above, as 
well as ads _ that 
contain multiple war 
. theme appeals.) .... 53,920,435 
| Se *$327,790,373 


*This sum represents 93% of 
$352,650,000, which is the War Ad- 
vertising Council’s estimate of 1943 
war theme advertising in all meas- 
urable media. The 7% not account- 


‘London Daily Mail’ 


microfilm and flown here for en- 


35 
ration book. Each book contains i 


*“Who are these women you talk so glibly about when you 


say ‘Women aren’t interested in the news.’ ? 


“Believe me, you’re not talking about my friends! 


“You certainly can’t mean women with husbands or 
brothers in uniform—for they are reading every scrap of 


war news they can get! 


intentional. 


For surveys show that all over the country 


NY RESEMBLANCE between Mrs. Indignant and 
any of the women you would know is strictly 


weeres. ~ 


= 


“And all the other women I know are so up-to-their-ears women’s interest in the news is growing faster 
than their interest in any other major subject, 


including fiction, style, and beauty. 


ee 


in taxes and rationing and shortages and price ceilings 

hey just couldn’t run their homes without under- 
tat bx For instance, the more-than-a-million women 
who read TIME read lots and lots of other maga- 
zines. Yet they say they prefer TIME 5 to 1 over 
any other ad-bearing magazine they read! 


standing the latest news out of Washington. 


“Admit it—you haven’t actually met these ‘women who 


aren’t interested in the news’ since you last danced the 


And to an advertiser of consumer goods, what 
women these are! Because their husbands are 
successful or headed for success, they have 2% 
times as much money to spend as average women. 


Charleston. 


Ce a RL pg SN el z 


=- 


“Because women today are the very people the news is 


——— 


happening to— 


Because they themselves are successful as wives, 
as mothers, as leaders in their communities, they 


“Which is why my friends and I read TIME every week— 


exert a powerful influence over what average 


every bit as faithfully as you do.” women think, do, and buy. 


—————————————— 
FO EDS ST rr —- 


: 333 COUNTIES : 


JOHN J.CILLIN, JR. PRES. 
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Smith Joins Kudner 

Blackwell Smith, industrial con- 
sultant, until recently with the 
foreign economic administration in 
Washington, D. C., has joined the 
executive staff of Arthur Kudner, 
Inc., New York, where he will 
complete the development of a 
program for the Food Industry 
War Committee. Mr. Smith has 
lately returned from six months 
in New Zealand, where he was 
in charge of lend-lease. 


to Expansion 


10 New Plants and 
Expansion to Other 
Markets Anticipated 


New York, March 21.—Canada 


1| Dry Ginger Ale, currently adver- 


——J| tising on a scale comparable to its 
— | peacetime efforts, is looking ahead 


urce 
ee? 04 pusiness 


and the P 


to postwar expansion in the soft 
drink field, with 10 new U. S. 
plants in prospect and aggressive 
merchandising plans ready for the 
Mexican and Latin American mar- 
kets. 

Despite manpower shortages 
which have hampered operations, 
sugar rationing which has forced 
suspension of many of its products, 
and short supplies of bottles and 
closures, the company has made 
the most of the situation, main- 


taining its earnings record. With 
the end of the war, it hopes to 


Canada Dry Plots Road 


After War 


forge ahead swiftly with its ex- 
pansion program on a_ broader 
scale than ever before. 

With its various brand names 
firmly rooted in the public mind 
by virtue of continuous, year- 
round advertising in major media, 
the company has never weakened 
in its ad volume, although in some 
instances wartime restrictions have 
made it necessary to reduce ad- 
vertising for scarce or non-exist- 
ent products. However, where this 
occurred, Canada Dry upped its 
ad budgets on those products still 
in good supply. 

Ad Budget Maintained 

In 1942 the company spent 
slightly more than $1,000,000 in 
publication media, of which $498,- 
000 was in magazines. Last year 
in magazines alone it spent about 
$878,000, with expenditures in 
other media unavailable at this 


time. These figures compare more 


Houston’s Postwar “Ace-in-the-Hole”’ 


For postwar expansion, Hous- 
ton, the South’s largest and 
richest market, has an ace in 


the hole. 


In addition to the many impor- 
tant industries in metropolitan 
Houston before the war—such 
as petroleum refining, cement 
manufacturing, meat packing, 
flour and rice milling, cotton 
compressing and warehousing, 
iron foundries, paper milling, 
etc.—that are now planning 
for expansion after the war, 
some of Houston's new indus- 
tries which were not here be- 
fore the war will not close 


down but will manufacture 
peacetime materials. 


For instance, the huge Shef- 
field steel mill, the gigantic 
synthetic rubber plants of Gen- 
eral and Goodyear, the big 
Todd Shipyards and those of 
the Brown Shipbuilding Com- 
pany, as well as some of the 
large chemical companies 
which recently established 
manufacturing facilities here, 
will continue operations on a 
large scale. 


Houston, with over a half-mil- 
lion population, is now a big 
city and will continue to grow 
bigger. 


The Houston Chronicle—first in this market in both circu- 
lation and advertising for over 31 consecutive 
kept pace with Houston’s growth and will continue to do so. 


THE HOUSTON CHRONICLE 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


than favorably with the peacetime 

year of 1940, when Canada Dry 

spent approximately $900,000 in 

all publication media, and with 

1941, when it spent about $1,000,- 
0 


So 
So 


Indicative of the company’s mer- 
chandising aggressiveness in the 
face of wartime burdens are its 
earnings reports. For the nine 
months ended June 30, 1943, net 
earnings totaled $1,145,006, com- 
pared with $1,016,799 for the pre- 
vious nine months. In the peace- 
time fiscal year ended Sept. 30, 
1940, the company’s net was $1,- 
002,261 against $1,156,704 in 1939. 

At the annual _§ stockholders’ 
meeting in January, Roy W. Moore, 
Canada Dry president, said that 
for the fiscal year ended Sept. 30, 
1943, sales rose to a record high 
“and have continued high.” 


Has Supplementary Line 


Although to the average indi- 
vidual the name of Canada Dry is 
synonymous with “the champagne 
of ginger ales,” the fact is that 
the company’s products are almost 
as numerous as the letters in its 
name. Before the war it manu- 
factured a supplementary line of 
soft drinks, root beer, orange, 
grape, cream soda, etc. Under 
sugar rationing, production on 
these items ceased. However, 
none had been advertised exten- 
sively. 

But for post exchanges and 
ships’ service stores, Canada Dry 
continues to make fountain syrups, 
and in a full-page ad in the third 
annual directory issue of Post Ex- 
change the company says: “Right 
now, a 5-cent bottle of Canada 
Dry is the tangy, breezy answer 
to many a service man’s thirst. 
But bottled Canada Dry is not the 
whole story. For the man who 
prefers other flavors, Canada Dry 
provides these fountain syrups: 
Cream-smooth cream soda. Breeze- 
cool orange. Foam-topped root 
beer. Mouth-watering lemon-lime. 
Tasty cherry. Spur, the cola drink 
with Canada Dry quality. Deli- 
cious grape.” 

Indian Quinine water, not very 
well known as a Canada Dry 
product since it was given only 


aUuDe 7 Age Vio 


moderate promotion, also became 
a war casualty when the war re- 
stricted use of quinine to essential 
military requirements. This item, 
promoted as a “gin and tonic” 
mixer, was. due for a more sub- 
stantial advertising push but the 
war stopped its manufacture. 


Licensees Distribute Spur 


The popular cola drink, Spur, 
is bottled-and distributed by fran- 
chised licensees. The company 
runs consistent ad schedules in na- 
tional magazines and newspapers 
which form the backbone of the 
campaign for this product, sup- 
ported by local tie-ups with bot- 
tlers who promote Spur via panel 
posters, car cards, and spot radio. 

Distribution of Spur moved into 
high gear in 1941 after extensive 
test advertising for the new prod- 
uct in 1940. The company that 
year employed a unique form of 
promotion when William S. Brown, 
vice-president in charge of adver- 
tising, Carle E. Rollins, account 
executive with J. M. Mathes, Inc., 
Canada Dry’s agency, W. A. Mc- 
Allister, in charge of Spur sales, 
and an ADVERTISING AGE reporter 
went up in a Goodyear blimp to 
spread the gospel of Spur by 
“cloud - speakers” and “neon -a- 
gram” signs to millions of consum- 
ers (AA, July 29, ’40). 

Also, in those days, Canada Dry 
was rounding out its second year 
as sponsor of the “Information 
Please” radio program. When the 
contract was about to expire in 
November, 1940, Dan Golenpaul, 
producer and originator of the 
show, asked $8,500 weekly for a 
new 52-week contract. This, with 
network time added, would have 
meant an outlay of about $1,000,- 
000 for the program. Canada Dry 
decided not to renew the contract, 
citing steadily mounting produc- 
tion costs and business uncertain- 
ties as contributing factors. 


Drops Show for Spur 


Government restrictions on 
sugar for industrial users was re- 
sponsible for the first wartime ad 
casualty in the beverage field when 
Canada Dry announced early in 
1942 withdrawal of its Spur broad- 


Yours FREE! 


This new booklet 


EYE’ CATCHERS 


How to 

Increase Your 

Advertising’s 

Readership 
and 


RESULTS! 


“, .. the right PICTURE is far more important than any layout. . . 
and than most text.” — Ken Goode in Modern Advertising 


HIS new booklet 
will give you some 
good ideas. Well worth 
writing for. Free to ad 


execs only. Clip ad to 
your letterhead. 


EYE*CATCHERS, lac. 


10 East 38 Street New Y ork 16 
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cast, “Michael & Kitty,” aired over 
96 stations of what was then 
NBC’s Blue network. 

Today Canada Dry is running 
an extensive campaign for its 
sparkling water, which contains 
no sugar and is in plentiful sup- 
ply. Copy stresses its “pin-point 
carbonation.” 

Another campaign featuring 
ginger ale as an all-occasion bev- 
erage is running in six large na- 
tional magazines, with selected 
win-the-war themes suggested by 
the War Advertising Council car- 
ried in all ads. 

The company is bottling Tom 
Collins and lime rickey in limited 
—" but does not advertise 
them. 


Liquor Series Continue 


On the liquor front, most of 
Canada Dry’s advertising today is 
strictly of an institutional nature, 
as is most liquor advertising when 
major brands are scarce. How- 
ever, according to Mr. Brown, the 
company expects to follow its 
long-established policy of con- 
tinuous advertising for its major 
liquor products. 

Johnnie Walker Scotch, for 
which Canada Dry is the distribut- 
ing agent, advertised consistently 
since 1933, will continue to use 
space in newspapers and maga- 
zines. The company is also dis- 
tributor for Fine Arts whisky, 
I.V.C. wines, Daiquiri rum and 
Cinzano vermouth. All except 
Cinzano are promoted in publica- 
tion media. 

Through its agency, Canada Dry 
recently completed a Kodachrome 
motion picture on the wine in- 
dustry, dealing with the technique 
of making, bottling and storing 
wine. It is being shown to the 
company’s representatives all over 
the country. Trailers which 
identify the I.V.C. wines and Can- 
ada Dry may be detached, turning 
the film into straight educational 
fare. 

Nuyens cordials, made by Brit- 
ish-American Distillers, a Canada 
Dry subsidiary, also is getting sub- 
stantial promction in national 
magazines. : 


Good Supply Promised 


R. W. Moore, Canada Dry presi- 
dent, told a stockholders’ meeting 
in January that alcoholic products, 
either manufactured or distributed, 
will be in good supply this year 
compared with 1943. (Presumably 
this may be interpreted to mean 
that under the company’s continu- 
ing rationing of spirits to its deal- 
ers, no drastic change in the dis- 
tribution situation is anticipated). 

Another subsidiary is Canada 
Dry Ginger Ale Ltd., which oper- 
ates four plants in Canada. R. H. 
MacDonnell, vice-president, said 
recently that plans are under con- 


Winston-Salem's 
Business Means 
Business For You! 


The hum of industry's wheels in 
Winston-Salem is no flash-in-the- 
pan! For a good many years this 
market has shown steady industrial 
growth—a growth giving more and 
more people gainful employment. 


Couple that with an agricultural 
area that is RICH in cash crops 
and what do you have? 


A "must" market in North Caro- 
linal 


JOURNAL and SENTINEL 
Winston-Salem, North Carolina 


National Representatives: 


KELLY-SMITH COMPANY 
NBC—Radio Station WSJS—NBC 


sideration to expand the com- 
pany’s production capacity 
throughout the Dominion for more 
complete distribution of its prod- 
ucts after the war, pointing out 
that shipping from the company’s 
four Canadian plants to scattered 
markets has not only proved costly 
but has prohibited a uniform price 
structure across the country. 

He said experience has shown 
a tremendous market exists for the 
company’s products in the cooler 
trade, “representing a new, po- 
tential field in addition to the 
family trade we have always en- 


joyed with the 30-oz. and 12-oz. 
sizes.” * 

In Canada, the subsidiary or- 
ganization promotes ginger ale and 
carbonated water, using maga- 
zines, newspapers and panel post- 
ters. MacLaren Advertising Com- 
pany Ltd., is the Canadian agency. 

Looking ahead to the postwar 
era, Canada Dry is making plans 
for construction of ten new plants 
in this country as soon as equip- 
ment and materials are available, 
according to Mr. Moore, who re- 
vealed that sites already have been 
purchased in a number of cities. 


These new plants will be in Wash- 
ington, Philadelphia, Detroit, Min- 
neapolis, Seattle, Portland, San 
Diego, Memphis, Newark and Den- 
ver. The company now operates 
19 plants in the U. S. and a plant 
in Havana, Cuba. 

At the company’s annual con- 
vention in January, Mr. Brown, 
who had just returned from a trip 
to Mexico, where he was accom- 
panied by W. T. Okie and Warren 
Simonson of the Mathes agency, 
expressed belief that a period of 
unprecedented progress is ahead 


for Mexico when the war is over. | 
Mr. Brown, whose trip was made 
in the interests of Canada Dry 


ing arrangement, told ADVERTISING 
AcE that the Mexican company is 


currently running one of its big- | 


gest ad campaigns, backed by a 
substantial budget. Newspapers, 
magazines, radio and outdoor are 
being used to plug ginger ale, 
sparkling water and Spur. 

Canada Dry Bottling Company 
of Mexico operates three plants 
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Bottling Company of Mexico, S. A., } 
which manufactures all Canada i 
Dry products there under a licens- * 
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which were visited by Mr. Brown 
and his fellow travelers, whose 
purpose was to survey the market 
for expansion opportunities as 
soon as machinery becomes avail- 
able. He also conferred with Jose 
Rivera, general manager of the 
Mexican licensee, and with ex- 
ecutives of its advertising agency, 
Publicadad Effectiva (Effective 
Advertising), with regard to their 
plans for the year ahead. 

Mr. Brown said he was particu- 
larly impressed by Mexico’s “hun- 
ger” for American ideas on mar- 
keting, merchandising and adver- 
tising practices, adding that the 
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demand for trademarked foods is| 
“terrific.” 

Mexico is virtually a land of 
opportunity for aggressively mer- 
chandised and advertised con- 
sumer goods, he indicated, adding 
that about the only products which 
can be nationally advertised with 
any promise of meeting consumers’ 
requirements are beer and other 
beverages. Consequently, these 
are the most extensively promoted. 


European Plans Undecided 


In Latin American countries, 
Canada Dry is inaugurating a new 
campaign in newspapers and 
magazines as an integral part of 
the company’s foreign franchising 
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MERCHANDISING 


plans for the year. Asked whether 
the company’s experiences in 
Spanish - speaking countries might 
incline Canada Dry executives 
similarly to expand their opera- 
tions to European nations once it 
becomes feasible to do so, Mr. 
Brown would venture no opinion. 

On the question of whether the 
company was planning to intro- 
duce any new products after the 
war, the executive replied that “it 
is probable that we will first re- 
sume manufacture of many prod- 
ucts which became wartime casu- 
alties.” 

In addition to handling all do- 
mestic advertising for Canada Dry, 
Mathes also places advertising for 
the company in foreign editions of 
American publications. Where 
licensed bottlers in Spanish-speak- 
ing countries run their own ad- 


‘|vertising through local agencies, 


Mathes offers its services in an ad- 


visory capacity and every attempt 
is made to keep all foreign adver- 
tising of Canada Dry products on 
a standard with that in the U. S. 


FEWER DELIVERIES SEEN 


New York, March 22.—The pol- 
icy of fewer deliveries per week, 
adopted by the soft drink indus- 
try to meet the problems created 
by gasoline and tire rationing, 
may be continued for some time 
after the war, according to Ed- 
ward Wagner, chairman of the 
transportation committee of the 
American Bottlers of Carbonated 
Beverages. 

Mr. Wagner based his observa- 
tion on the fact that deliveries 
cannot be stepped up until the in- 
dustry has had a chance to re- 
place a large portion of its 40,000 
delivery trucks, many of which 
are overdue for retirement, and 


onMs 


gion 


may be helpful. 


vy CIRCULATION 


Circulation of 25,000 covers all types of retail outlets 
which, before the war, sold electrical appliances and 
radio sets in substantial volume. These outlets include 
Utilities, Electrical Specialty Dealers, Department 
Stores, Furniture and Housefurnishing Stores, Hard- 
ware Stores, Music, Sporting Goods, etc. 


vy EDITORIAL SCOPE 


Electrical Merchandising’s editorial functions include 
reporting on products as well as news of the industry, 
problems of séfvice, sales training, management, finance, 
collections, methods of display, problems-of coopera- 
tion between different branches of the trade, problems 
of policy in manufacturing and utility retailing, prob- 
lems arising from inter-industry competition: power 
laundries versus home laundries; natural ice refrigera- 
tion against electri¢al home refrigeration, etc. 


One of the activities for which Electrical Merchandising 
is particularly outstanding (and which is not dupli- 
cated by any other electrical appliance publication) is in 
the field of research and market statistics. For 24 years 
Electrical Merchandising’s annual report of the produc- 
tion and sale of electrical merchandise has been a fea- 
ture of great value to the industry.,Since 1933 this 


..-for Advertising Men who are 
New-Comers to the Electrical 
Appliance Industry 


To pre-war appliance manufacturers and the advertising 
agencies serving them, the important service rendered by 
Electrical Merchandising is a familiar story. The part 
this publication has played in building appliance distri- 
bution in the past 35 years, has brought to it full recog- 
nition of leadership. 


To the new-comers entering the appliance advertising 
field, the following facts about Electrical Merchandising 


statistical research and analysis has been greatly ex- 
panded, until now its data are accepted and used by the 
United States Government, Research and Statistical 


authorities everywhere. 


Electrical Merchandising’s staff consists of seven full 


time editors. 


s+ ADVERTISING 
ACCEPTANCE 


In 1943 Electrical Merchandising carried 436 pages of 
advertising which was 177 pages more than the second 


publication in the field. O 


this 436 pages, 204 pages 


were exclusive and not carried by the second publication. 


Out of 118 advertisers using Electrical Merchandising 
or the second publication, or both, 66 concentrated their 
advertising in Electrical Merchandising. 


* READER PREFERENCE 


During the last 10 years, in every survey made by manu- 
facturers on dealer lists representative of Electrical 
Merchandising’s circulation asking for publication 
preference, Electrical Merchandising has stood first by 
a wide margin. Details on these surveys are available 


and will be furnished on request. 


ELECTRICAL MERCHANDISING 


A McGRAW-HILL PUBLICATION @ 330 W. 42nd ST. © NEW YORK 18, N. Y. 


I eye Tre . 
also its supply of truck tires, 
which is rapidly being depleted. 
“While it is not likely that the 
present wartime reduction of 
nearly 50% in delivery truck 
mileage can be. maintained when 
the war is over,” he said, “it will 
be necessary to eliminate all un- 
necessary deliveries and to con- 
tinue the prevailing practice of 
sending trucks out with capacity 
loads.” 

Mr. Wagner also said that if 
predictions of continued high 
prices for soft drink ingredients, 
supplies and equipment after the 
war prove accurate, the industry 
will be compelled to continue 
economies in delivery in order to 
retain its traditional five - cent 
price. ‘Past experience has dem- 
onstrated that raising the price of 
soft drinks by as much as one cent 
means a sharp reduction in sales 
volume,” he said. 


Adman No'Gypsy,’ 
Clark Proves at 
CIAA Celebration 


Chicago, March 21.—A unique 
experiment, involving the reputa- 
tion of advertising men for being 
perennial seekers of greener pas- 
tures, marked the 25th anniversary 
celebration of the Chicago Indus- 
trial Advertisers Association here 
last week. Ezra W. Clark, vice- 
president, Clark Truc - Tractor 
division, Clark Equipment Com- 
pany, Battle Creek, Mich., who 
delivered the “keynote” speech, 
asked all in the audience who had 
spent 25 years with their present 
employers, to rise. 

About 15 of the audience of 200, 
or slightly less than 10%, stood up. 
While no figures are available 
from other fields, Mr. Clark 
seemed to feel that this disposed 
with finality of the rumor that 
advertising men are gypsies at 
heart. 

While much rejoicing was in- 
dulged in during the course of the 
evening, Mr. Clark injected a seri- 
ous note into the proceedings. He 
said that while it is generally 
admitted that salesmen are grow- 
ing soft, it is not so widely realized 
that advertising is suffering from 
the same lack of exercise. He 
warned his audience that the time 
is coming when the written word 
will be asked to produce orders in 
a competitive market. In the 
meantime, he said, it has the 
formidable assignment of closing 
the gap that exists between man- 
agement and labor. 


Two Name Schulhoff 


Radio station WHOM, Jersey 
City, N. J., and Sorkin Music 
Company, New York, maker of 
Beltone phonograph needles, have 
named Marcel Schulhoff & Co., 
New York, to handle their adver- 
tising. 


Browne Joins Agency 


Randolph Maury Browne, for- 
merly in the advertising depart- 
ment of Marshall Field & Co., Chi- 
cago, has joined Foster & Davies, 
Inc., Cleveland agency. 


Chemicals aa 


the Buffalo area have an aver- 
age annual value of more than 
$117,671,000, making this the 
world’s largest electro-chemical 
center. This is but one of the 
diversified industries that guar- 
antee Buffalo to be a potent 
present and post-war market. 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 
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OPA to Simplify 
Price Bulletins 


for Retailers 


Washington, D. C., March 22.— 
A new series of simplified trade 
bulletins which will bring retail- 
ers the essential facts they will 
need about future adjustments in 
OPA pricing orders will be issued 
by the pricing division in an effort 
to reduce the confusion which fol- 
lows each adjustment of the regu- 
lations. 

The new series will be prepared 
in the office of the director of pric- 
ing, and will modify and simplify 
a type currently issued by the di- 
rector of information. The series 
may total 350 in a year. 

Written by a staff headed by 
Mrs. Jeanette Quigley, formerly 
with United Business Publications, 
the bulletins will translate OPA 
orders into layman’s language, and 
will start out with the vital infor- 
mation covering “persons in- 
volved,” “products affected” and 
“changes made.” 

The project was set up by Rich- 
ard Howland, formerly a _ time 
buyer with J. Walter Thompson 
Company, and Charles Marquardt, 
who is in the executive office of 
the price department. 

About two pages each in length, 
the bulletins will be distributed 
through local ration boards to re- 
tailers, appearing simultaneously 
with the revised order. They are 
designed to meet the needs of the 
average retailer, but copies of the 
orders will be available on request. 


Rains joins Raymer 

Robert B. Rains, formerly with 
Station WJR, Detroit, has joined 
Paul H. Raymer Company, station 
representative, as manager of the 
Detroit office. He will make his 
headquarters in Detroit and repre- 
cent the company in Michigan, 
Ohio and western Pennsylvania. 


Palay Names Sneider 


S. T. Palay Textile Corporation, 
New York, has named A. M. Snei- 
der & Co., New York, to handle 
its advertising. Newspapers, mag- 
azines and dealer displays will be 
used. 


Two Join JWT Staff 


Oscar H. Romaguera, formerly 
with the international division of 
National Broadcasting Company, 
has joined J. Walter Thompson 
Company, New York, to head the 
Latin American radio section. Wil- 
liam J. Morris, formerly with the 
Jam Handy Organization, Detroit, 
has joined the motion picture de- 
partment of the agency. 


Oh, Yes, We 
always Listen 


to WDZ % Am | | 


Thriving farm ana ¥ - / 
factory families who make 
up more than 70% of the buying market 
. the most prosperous spending groups 
today . . . these are the ones who have 
listened and lived with WDZ for nearly a 
quarter century. 
Having learned how to “get next" to these 
homey folks, the result has been VOLUME 
RESPONSE. For example, more than 220 
thousand listener letters were received in 
one year... many other eye-opening ex- 
amples will be sent on request. 
WDZ is an ideal test market, too, for the 
audience is typical for mass selling and 
the rates are exceedingly mode:ate. 
Wee . 2» 


HOWARD H. WILSON CO., New York 
Chicago, San Francisco, Hollywood, Seattle 


1000 WATTS 
TUSCOLA, ILLINOIS 


Gets Aquatog Account 


Aquatogs, New York, manu- 
facturer of all-weather apparel, 
has named Glicksman Advertising 
Company, New York, to handle its 
magazine and newspaper adver- 
tising. 


Graham Names Riordan 


Edward D. Riordan, formerly 
with the Bell Aircraft Corporation, 
Buffalo, N. Y., has been named 
director of industrial relations for 
Graham-Paige Motors Corporation, 
Detroit. 


Hausdorff Opens Shop 


David M. Hausdorff, after 18 
years of newspaper and radio 
copywriting for leading national 
advertisers, has opened a “Copy 
Workshop” at 18 E. 41st St., New 
York, to render free-lance service 
for over-the-counter, institutional 
and industrial advertising. 


Freezes Circulation 


Because of newsprint restric- 
tions the State Journal, Lansing, 
Mich., has frozen its circulation 
at the March 13 level. 


Reduces Page Size 


Baby Talk, New York, has re- 
duced its page size, effective with 
the May issue, from 8% x 11% 
inches to 8% x 11 inches, but 
holds to the standard advertising 
plate of 7 x 10 3/16 inches as its 
page type-size. 


GMA Meets in June 


The mid-year meeting of the 
Grocery Manufacturers of America, 
New York, will be held June 14- 
15 at the Waldorf-Astoria Hotel, 
New York. 


Joins Westinghouse 


Thomas A. Hughes, formerly 
assistant advertising manager of 
Underwood Elliott Fisher Com- 
pany, New York, has been ap- 
pointed manager of air condition- 
ing advertising by Westinghouse 
Electric Elevator Company, New 
York. 


Donna Lo Lab Moves 


The Donna Lo Laboratories has 
moved into its new home at 701 
N. 16th St., St. Louis 3, Mo. The 
telephone number is Central 0849. 


REVEALING 


No trick photography this, but industrial activity and a skyline that means 
business for the advertiser! “Oil Capital of the World” . . 


¥ the rich right side of Oklahoma where live 54% of the State’s population, with : 
P 52% of the buying income! This is Tulsa . . . “Little New York of the = 
f West” . . . home of two newspapers read by 43% of ALL the families on ‘x 
7 the right side of Oklahoma! What a market for your product if you tell them ‘ 
s all about it! 4 
Q THE riGHT sipe For YOUR apvertisine! 
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54% OF POPULATION 
52% OF BUYING INCOME 


| and 


REPRESENTED NATIONALLY 


trade center of 


TULSA WORLD “ 


OiL CAPITAL NEWSPAPERS 


TULSA TRIBUNE : 


@ THE BRANHAM CO. 
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Phillips Gets Bond Post 


Loyal Phillips of Parish & Phil- 
lips, Miami, Fla., classified adver- 
tising counselor, has accepted an 
assignment by the press section of 
the war finance division of the 
Treasury Department to develop 
newspaper features for war bond 
promotion. After completing the 
assignment, he plans to return to 
his business. 


Names R. C. Williams 


R. C. Williams has been named 
manager of production and promo- 
tion of King Publications, San 
Francisco, publisher of Western 
Construction News and Western 
Industry. He succeeds Ralph Dor- 
land, formerly advertising man- 
ager, who has entered the Mer- 
chant Marine. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 
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WFA, FTC Wide Apart 
on Enrichment Program 


Washington, D. C., March 22.— 
Sometimes the right hand doesn’t 
know what the left hand is do- 
ing in this busy city. Take for 
instance a situation which arose 
Monday when the War Food Ad- 
ministration proudly announced 
that its food enrichment programs 
are aiding “in insuring the popula- 
tion against possible deficiencies 
in certain nutrients.” 

Enrichment of food by the addi- 
tion of certain vitamins in the pro- 
duction process has been adopted 
in this country and in other war- 
ring nations as a reliable and 
painless method of providing the 
public with necessary food values 
lost as a result of food rationing 
rules which reduce the amounts 


By STANLEY E. COHEN, Washington Editor 


of animal proteins ordinarily ob- 
tained from a meat diet. 

But this announcement from the 
War Food Administration on the 
progress of a well-publicized gov- 
ernment program which has been 
under way many months followed 
by just three days the news that 
the FTC had obtained a promise 
from Vitamilk bread, Shreveport, 
La., to stop representing in its ad- 
vertising for enriched bread that 
“the ordinary diet is apt to be 
short in certain amounts of essen- 
tial vitamins.” 

Granted that this advertising 
ran several months before the gov- 
ernment accepted bread enrich- 
ment as its own, it would never- 
theless be interesting if the bakery 
had refused to agree to the stipu- 
lation and had confronted the FTC 
with the testimonials of another 


The futile 


echoing of 


Bray 


no longer act 
Physician 


medicine drums 


through primitive civilizations cost no end 
of lives and human suffering. 


Such impotent methods and practices have 


given way before the advance of culture. 
Now, ignorance is replaced by enlighten- 
ment; intelligent health measures are avail- 
able to everyone, 

Many people are more health-minded than 
others. And among these are the regular 
readers of Hygeia, the heaith magazine of 
the American Medical Association. For 


Hygeia is an eagerly awaited monthly pub- 
lication written for an intelligent public. 


Health-Minded Readers 


A million health-minded people waiting in 
17,000 doctor’s offices are reading Hygeia 
each month. 


It goes also to 75,000 home readers and to 

25,300 schools, colleges and health groups. 
a ’ Do you want a market interested in health? 
Let us give you the full story. 


Every month 100,000 extremely health- 
minded subscribers of Hygeia, including 
23,000 schools and colleges, plus visitors to 
17,000 doctor’s waiting rooms learn more 
about nutrition, good grooming, prenatal 
and baby care and effective cooperation with 
physician, surgeon and nurse. 


If your story is of interest to those who are 
than ordinarily with the 
health of themselves and their families, you 
can tell it to these high-level 
Hygeia, very, very profitably. 


more concerned 


readers of 
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government agency. Whatever the 
factors in the Vitamilk case, cer- 
tainly the policies of the WFA cast 
considerable doubt on the FTC’s 
medical verdict based on prewar 
research that the normal American 
diet is not apt to be lacking in 
necessary nutrients, a verdict 
which has been the basis for many 
complaints involving vitamin ad- 
vertisers. 
Reflecting its conviction that 
enrichment is important to the 
wartime diet, WFA this week 
summarized its activities in this 
field, praising particularly a pro- 
gram which has resulted in the 
addition of vitamin A to mar- 
garine, now sold in large quanti- 
ties as a butter substitute. 
Already in force is War Food 
Order No. 1, requiring enrichment 
of all white bread. Under con- 
sideration is another to require 
enrichment of all white flour, 
although two-thirds of the white 
flour going to civilians today is 
voluntarily enriched. Also in 
preparation are programs for the 
enrichment of polished rice and 
the addition of synthetic vitamin C 
to some canned foods. 
Since soya flour is one of the 
few vegetable products which con- 
tain substantial amounts of pro- 
tein, the government is actively 
promoting production and market- 
ing of soya foods. In addition, it 
is encouraging enrichment of corn 
grits, corn meal, cereals and mac- 
aroni-type products. 

po 


Surprise: Slightly to its embar- 
rassment the FCC has revealed 
that small stations, supposedly the 
financially weak sister among the 
broadcasters, showed a larger per- 
centage of gain in 1943 net time 
sales than the big network outlets 
which are supposed to be prosper- 
ing On national institutional ad- 
vertising. 

In a report on 1,000 to 2,500- 
watt stations today, the Commis- 
sion found the increase in sales 


for 125 stations was $2,639,000 or|looseleaf metal parts. 
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22.2%. Recently an FCC report 
showed a 21.8% gain for 5,000 to 
20,000-watt stations. 

Total times sales for the 125 
were $14,526,000 for 1943, com- 
pared with $11,897,000 in 1942. Of 
those reporting, only 14 showed 
losses in net sales, while 51 were 
up $5,000 to $25,000; 31 between 
$25,000 and $50,000 and 13 ranged 
from $50,000 to $128,641. 

* * 


Military mind: A few months 
ago, the Office of Censorship re- 
minded news men that military 
police have no right to interfere 
with the gathering of news at ac- 
cidents and other events outside 
military reservations. As MP’s 
continued to violate the code, 
numerous complaints followed, 
and a few days ago Army head- 
quarters at the Pentagon building 
here issued a formal statement 
promising that MP’s would no 
longer be permitted to assume 
authority on such occasions. Last 
Saturday the Office of Censorship 
got an emergency appeal to call off 
the MP’s who were interfering 
with coverage of a local bus acci- 
dent that had resulted in minor 
injuries to 25 persons. The acci- 
dent took place within two blocks 
of the mimeograph machine which 
had printed the Army’s recent 
“hands off” statement. 

* * * 

Victory goods: WPB likes the 
victory ice refrigerator and will 
permit 821,000 of them this year, 
compared with 633,000 in 1943. No 
changes in construction are 
planned. Under way: At least six 
of the 24 firms that made electric 
irons in 1941 have asked for quotas 
to participate in production of 2,- 
000,000 irons this year. First of 
the lot will probably reach «the 
market in August. Zine: Use of 
zine is once again possible for coal 
stokers, domestic electric ranges, 
dry cell batteries, portable electric 
lights, electric fans, mechanical 
pencils, protective coating on 
The move 
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is expected to improve the quality 
of goods, conserve scarce ma- 
terials, and manpower. 


* * * 


Overseas mail: Postmasters have 
been instructed not to accept pub- 
lications addressed to Army per- 
sonnel in care of postmasters at a 
point of embarkation unless the 
APO number is included in the 
address. Publishers are expected 
to provide a complete military ad- 
dress, including unit or organiza- 
tional designation and OPA num- 
ber. Memorials: Paul V. McNutt, 
Federal Security Administrator, is 
promoting a program for com- 
munities throughout the country to 
erect stadiums, swimming pools, 
gymnasiums, tennis courts and 
sports areas as war memorials. 
Mr. McNutt feels each community 
can do the greatest honor for its 
dead by providing facilities for 
future citizens to achieve physical 
fitness. 

* * * 


Out: OWI has lost James Allen, 
assistant director of the domestic 
branch, and Chester Kerr, chief of 
the book bureau. It will lose 
Herman Hettinger, deputy chief 
for economic stabilization pro- 
grams, and probably Phil Cohen, 
chief of the radio bureau. Mr. 
Allen has joined Warner Brothers 
in Hollywood, and will not be re- 
placed, as John Herrick, assistant 
to Elmer Davis, and Noble Cath- 
cart, former publisher of the 
Saturday Review of Literature, 
will split his duties. No successor 
to Mr. Kerr has been named. 

Brooks Darlington, who has 
handled conservation programs, is 
slated to replace Mr. Hettinger, an 
early comer at OWI after 11 years 
as a member of the faculty of the 
Wharton School at the University 
of Pennsylvania, where he taught 
marketing, advertising and mar- 
keting research. He was also di- 
rector of research for NAB. Mr. 
Darlington was sales promotion 
manager for the nylon division of 
E. I. du Pont de Nemours, and spe- 
cial assistant to the director of 
advertising of the company. 

Also out: Nathan Jorgenson, as- 
sistant to FCC Chairman James 
Lawrence Fly, will be a lieutenant 
in the Navy. Phil Schneider, who 
administers the commercial print- 
ing orders at WPB, including the 
limitations on shopping papers and 
catalogs, goes into the Marine 
corps March 29 as a lieutenant, 
assigned to Leatherneck, the Ma- 
rine magazine. 


a * * 


Facts: The Bureau of the Census 
will release reports on foreign 
trade for 1941 and U. S. trade with 
Latin American republics for 1942, 
information on military, critical 
and strategic commodities omitted. 
In the “Facts for Industry” series, 
new reports include: Monthly 
shipments of magnesium fabri- 
cated products, 1942-1943; grey 
iron casting shipments, 1943; ship- 
ments and unfilled orders for 
graders, angledozers and  bull- 
dozers. Food: Civilians may get 
nearly two billion pounds of onions 


In Eastern 
lowa 
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Cedar Rapids Gasette 
1s 
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NEWSPAPER READ AND 
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ING IN IOWA'S RICH- 
EST MARKET. 
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OVER 47,000 
Daily and Sunday 


Represented Nationally by 
ALLEN-KLAPP CO. 


Chicago New York Detroit 


this year. .. Abundant foods which 
the government would like pro- 
moted this week include shell eggs, 
potatoes, cabbage, carrots, wax 
beans, spinach, beets, lettuce, cit- 


rus fruits, frozen foods, peanut 
butter, citrus marmalade, lard, 
canned peas and tomatoes. 


%8 * * 


Warning: WPB has advised re- 
frigerator repair shops to stock up 
on repair parts for demands which 
are expected this summer. ODT 
suggests that truck and bus opera- 
tors check steering mechanism to 
conserve tires. Applause: Govern- 
ment employes passed their 4th 
War Loan quota by $45,000,000 or 
30.5%. Bet: The official Senate 
bill on contract termination will 
emerge from the Murray commit- 
tee next week with administration 
blessing. It will be backed by the 
Baruch-Hancock duo. 


Opens N. Y. Office 


Standard Radio, Hollywood, 
Cal., will mark its 10th anniver- 
sary in the electrical transcription 
business by opening a New York 
office April 1 at 1 E. 54th St. 
Alex Sherwood, Standard’s sales 
manager for the past six years, 
has been transferred from Chicago 
to head the transpertation organi- 
zation’s new office. 


CAB Elects Lehman 


A. W. Lehman, secretary and 
manager of the Cooperative Analy- 
sis of Broadcasting, New York, for 
the past 10 years, has been elected 
president. George H. Allen, for- 
merly director of research and 
assistant director of sales promo- 
tion of Station WOR, succeeds Mr. 
Lehman as CAB secretary and 
manager. 


Admen Name Johnson 
to Head Syracuse Club 


L. A. Johnson, owner of John- 
son’s Super- Markets, has been 
elected president of the Syracuse, 
N. Y. Ad Club. Jerome Weill, 
advertising manager of E. W. Ed- 
wards & Son, and Richard E. Weiss 
of the Easy Washing Machine 
Company were named vice-presi- 
dents. 


Three Name Brisacher 


The San Francisco office of 
Brisacher,, Van Norden & Staff 
has been named to handle the 
accounts of H. M. Shanzer Com- 
pany, rice drier manufacturer; 
Nicholas Johnston, portrait studio; 
and Gragnano Products Company, 
maker of Golden Grain macaroni, 
all of San Francisco. 


Regent Cigaret Drive 
Begins in Newspapers 

Riggio Tobacco Corporation, New 
York, has launched a new cam- 
paign for Regent king-size cigarets 
in four New York newspapers and 
four business publications in the 
tobacco field. 

Bi-weekly insertions of 40-line 
ads are scheduled to run through 
May. M. H. Hackett Company, 
New York, handles the account. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


SIGNS OF 


A LETTER 


to the A gency Executive who wants to avoid 
Detours in selling Fashion and Fabric Markets 


a. the road to consumer demand and you 
find the smoothest highways built by those who 
do the selling. Spend most of your time on this route 
and you reach your sales goal quicker and with far less 


effort. 


Promoting women’s Fashions and Fabrics is no excep- 
tion. Retailers, buyers, merchandise men and whole- 
salers are the road builders who speed your products 
into Consumer Town. That is why it is so important 
to keep these people uppermost in mind in any promo- 
tion of Fashion and Fabrics. 


To reach them and to influence them most effectively 
is where Women’s Wear Daily can serve you best. This 
is the only medium you need to impress these people 
with the prestige of names you want to make tops. 
Naturally, we do not imply that other media are not 
necessary for that portion of your schedule directed at 
the consumer market. But for the people who make 
and sell Fashions and Fabrics, no other publication can 
logically claim the same coverage as Women’s Wear 
Daily. This—the Fashion and Fabrics industry's only 
daily newspaper, with its position as the “voice of the 
industry”— naturally encompasses the whole market. 


The desire to use Women’s Wear Daily as a business 


guide is the only reason our readers renew subscrip- 
tions year after year. This indicates the serious interest 
with which Fashion and Fabrics leaders regard the 
news and advertising they find in its columns. 


Sixth of a Series 


Women’s Wear Daily is the publication these key peo- 
ple rate highest and read first. It is the only newspaper 
published exclusively for them. Its mighty influence 
among those who guide the destinies of Fashion and 
Fabrics has caused many agencies to schedule exten- 
sive campaigns regularly. Some companies have used 
Women’s Wear Daily exclusively to build and main- 
tain leadership for their products for many years. 


A readership of more than 160,000 (practically the 
complete industry) makes Women’s Wear Daily a de- 
cided must on any complete schedule in Fashion and 


Fabrics advertising. 


Avoid the detours by using Women’s Wear Daily to 
reach the Fashion and Fabrics leaders. Their good-will 
is valuable and their cooperation is essential when post- 


war Fashion and Fabrics volume will again create a 


serious competitive problem. 


Wie 


Intensive readership makes for commanding leader- 


ship. Women’s Wear Daily is first in readership 


among retailers, manufacturers and wholesalers of 


women’s Fashions and Fabrics. Its prestige among 


those who influence the buying habits of America’s 


millions is an advertising asset no advertiser will 


want to ignore. 
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FCC Counsel Tells 
of ‘Blind’ for 

Alien Propaganda 


: Washington, D. C., March 22.— 

Much of the purported advertising 
over foreign-language radio sta- 
tions before Pearl Harbor was 
“simply a blind for unadulterated 
alien propaganda,’ FCC Counsel 
Charles Denny told the Lea inves- 
tigating committee today, in an 
explanation of the Commission’s 
role in the regulation of foreign- 
language programming during the 
war. 

Asserting that there was nothing 
irregular in the Commission’s ac- 
tive participation in foreign-lan- 
guage program policing, Mr. 
Denny charged that some of the 
stations were so heavily dependent 


on alien time brokers that the li- 
censes were unable to offer effec- 
tive resistance to the use of brok- 
erage programs in the service of 
our enemies. 

The FCC counsel told the com- 
mittee that the common practice of 
selling large blocks of time to 
these time brokers appeared to 
constitute a violation of the Com- 
munications Act because the li- 
censee could easily be divesting 
control over his facilities for a 
large portion of the broadcast day. 
At one time recently, the FCC con- 
sidered an inquiry into the time 
broker situation, but abandonment 
of the practice in wartime re- 
sulted in a decision to drop the 
proposal. 


Stations Relied on Brokers 


This question of divesting con- 
trol is more serious, Mr. Denny 
declared, when the time broker is 
an alien, for under the Communi- 


VGHURCH PROPERTY ADMINISTRATION 


Covers BUYERS in Charge of Catholic Churches « 


Schools «+ Institutions 


cations Act an alien could not 
qualify for a license. 

Mr. Denny said that “conven- 
ience and profit” dictated that sta- 
tions place heavy reliance on time 
brokers; first, because the time 
broker was closer to the business 
houses which were interested in 
selling a foreign product to an im- 
migrant audience; second, because 
the time broker relieved the sta- 
tion of ordinary business routine 
by securing the advertisers, pre- 
paring and collecting the bills, and 
paying the station in full for the 
time used. 

Asserting that many of the time 
broker programs were “unadulter- 
ated alien propaganda,” Mr. Denny 
said that the sum of money spent 
by at least two well known Italian 
language programs for radio ad- 
vertising “was in excess of the 
gross annual profits of the com- 
pany sponsoring the program.” 

Because of the type of control 
exercised by the Italian govern- 
ment on trading permits and ex- 
change rates, Mr. Denny said, 
Italian - American business men, 
dependent on Italian sources for 
their goods, were out of business 


if they fell out with the Italian 
consul. For that reason, he 
charged, the sponsor and the time 
broker were “peculiarly suscept- 
ible” to suggestions and demands 
as to the propaganda line to be 
followed. 

Mr. Denny said the situation 
continued unregulated for many 
months after Pearl Harbor, until 
the broadcasters, FCC and OWI 
agreed on voluntary regulations in 
mid-1942. 


Adams to Interstate 


Darwin J. Adams, formerly 
executive secretary and personal 
public relations representative of 
Maj. A. P. De Seversky, has joined 
the public relations department of 
Interstate Aircraft & Engineering 
Corporation, Los Angeles. 


Maescher to French 


A. Maescher Jr., treasurer and 
account executive of the Ridge- 
way Company, St. Louis agency 
for 11 years, has joined Oakleigh 
R. French & Associates, St. Louis, 
as director of client service, space 
buyer and account executive. 


steel mills, 


PracticaL ENGINEERS in iron and 


in non-ferrous metal 


mills and smelters, in metal-working 
and metal-fabricating plants, MARS 
(METALS and ALLoys Readers) 
are behind every major advance on 
the production front. Problem solv- 
ers wherever materials, processes, 
and equipment are concerned, these 
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Macfadden Board 
Suggests Plan of 


Recapitalization 


New York, March 21.—As the 
final step in a program started 
when Bernarr Macfadden retired 
as president in 1941, Macfadden 
Publications this week asked its 
6,800 stockholders to approve a 
proposed recapitalization plan. 

O. J. Elder, president, said in 
an accompanying letter that the 
plan was part of the program 
whereby the present management 
hoped to restore the company’s 
affairs “to a basis where its stock- 
holders could realize the largest 
possible and continuous return on 
their investment.” 

The company, said Mr. Elder, 
has turned a large operating loss 
into a profit for 1943, before taxes, 
of more than $2,000,000. 

Under the proposal submitted 
for the stockholders’ vote, pre- 
ferred stockholders would receive 
in exchange for each share of 
their present $6 cumulative no par 
value stock, a $50 6% debenture 
bond, and one share of $1 par 
value participating preference 
stock, paying $1.50 per year, 
cumulative if earned, and partici- 
pating equally with the common 
stock in any further distribution 
of earnings. Common stockhold- 
ers are to receive in exchange for 
each share of their present no par 
value stock, one share of $1 par 
value stock. 

The company would be author- 
‘zei to issue, in exchange for the 
present securities, debenture bonds 
amounting to $3,400,408, dated 
July 1, 1943; 68,000 shares of par- 
ticipating preference stock callable 
at $30; and 272,126 shares of com- 
mon stock. 

The company’s board of direc- 
tors, recommending adoption of 
the plan, pointed out that with a 


ADVANCE GUARD of many MARS-perfected pro- 
cesses to come are induction heating, metalliz- 
ing, powder metallurgy, hard chromium plating. 
Together with new industrial metals such as 
indium, these and numerous other tools of 
war promise to revolutionize dozens-of peace- 
time manufacturing fields, while setting new 
standards of product economy and efficiency 


SS 
PEACE OR NOT IN 1944, this year will mark 


the beginning of the post-war era. Controlled 
reconversion to civilian products will increase 
as materials and manpower become more 
available. And the challange to technical in- 
genuity will be as great as in the war-conver- 
sion era. Be ready to meet it by keeping in 
touch with MARS! 


COAL ON GLASS _. 1t’s doubtful whether your 


next two tons of stove coal will slide into the 
cellar on glass, but chutes of thick plate glass 
are already replacing those of steel in collieries. 
MARS found it resists abrasion better, as well 
as being unaffected by acid atmospheres. In 
two large coal mines plate glass has lasted 15 
times longer than steel. 


METALS 
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Engineering Magazine 
of the Metal Industries 


ABC ABP 


REINHOLD PUBLISHING CORPORATION 
330 W. 42nd Street, New York 


men look to the Engineering Mag- 
azine of the Metal Industries to 
give them the necessary up-to-the- 
minute know-how on materials, 
methods, equipment. Do they find 
your story there when seeking help 
on developments such as these? ... 


SECRET WEAPON against once unmachineable 
metals are MARS new “hardsteel’’ drills. 
Made by acarefully guarded process, they drill, 
ream, counterbore, and countersink hardened 
steel of any type, temper, or analysis. Holes 
are left as smooth as a burnished surface. 
Heat generated during drilling anneals the 
metal ahead of the cutting edges of the tool. 


THE ONLY MAGAZINE with a voluntary paid 
subscription which gives you a concentrated 
coverage in al/ the metal industries, METALS 
and ALLOYS is an essential part of any 
schedule to metal producers or metal con- 
sumers. 300% gain in circulation from 1938 
to 1943! 26% in the last year alone! Reserve 
space now! 


huge operating deficit piled up 
during five years while operations 
were carried on at a heavy loss, 
and with taxes taking a heavy toll 
of earnings, it would be many 
years before net earnings could 
liquidate the operating deficit 
under the present structure. 


Birkby in New Post 

Harold S. Birkby has resigned 
as sales manager of Pacific Mills, 
New York, to become vice-presi- 
dent in charge of marketing of 
Comprehensive Fabrics, Inc., dis- 
tributor of Koroseal products for 
the B. F. Goodrich Company, 
Akron. 


Named Head of RCA Ltd. 


Frank R. Deakins has_ been 
named president of the RCA Vic- 
tor Company Ltd., Montreal, effec- 
tive April 1. He was executive 
vice-president of the company 
from 1932 to 1934 and then came 
to the United States to serve as 
manager of the parent company’s 
apparatus division. 


Tohnson in New Post 


Dar Johnson, formerly with the 
Journal-Transcript, Peoria, Ill., has 
been named sales promotion and 
advertising manager of the Wil- 
lamette Hyster Company, Peoria, 
Ill., and Portland, Ore., maker of 
tractor hoists, mobile cranes and 
lift trucks. 


KEEP IN CONTACT WITH YOUR 
PROSPECTS ECONOMICALLY 
WITH MY TYPE ILLUSTRATED 
MONTHLY MESSAGES. 


8x11... READY FOR RE- 
PRODUCTION . . . $50 UP. 


WRITE ME YOUR PROBLEM 
AND I'LL MAIL YOU A PROB- 
ABLE SOLUTION. 


BE FRANK IF YOU WANT ME 
TO DO A REAL JOB. 


WALTER KOCH, R. F. D. 


THREE BARNS 
STORMVILLE, N. Y. 
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Tarleton, Former 
Getchell Head, 
Joins Esty Agency 


New York, March 23.—John V. 
Tarleton, formerly president of J. 
Stirling Getchell, Inc., which be- 
came the first major war casualty 
in the agency field when it filed a 
certificate of dissolution in Albany 
in October, 1942, has joined Wil- 
liam Esty '& Co. in an executive 
capacity. 

Mr. Tarleton told ADVERTISING 
AGE that since his own agency was 
liquidated he has been inactive so 
far as agency work is concerned, 
feeling that after 21 years in busi- 
ness he was entitled to a year off. 
He has spent this time on his farm 

on Long Island. His initial assign- 
ment with Esty will be to head 
the agency’s art department. 

Mr. Tarleton, co-founder with 
the late J. Stirling Getchell, of J. 
Stirling Getchell, Inc., attributed 
its liquidation to cessation of auto- 
mobile production and gasoline 
rationing. Dependence on the auto- 
motive field dealt the agency’s 
billings a death blow. 

Founded in 1931, Getchell ex- 
panded from a two-room office in 
the Chrysler building to a position 
as one of the top 10 agencies in 
the country. In 10 years the 
agency handled expenditures total- 
ing $75,000,000. Accounts included 
DeSoto, Socony-Vacuum, Kelly- 
Springfield, Allis-Chalmers and 
Schenley. 


Names Tracy, Kent 


Miami Fruit Industries, Inc., 
Miami, Fla., maker of Pappy’s 
guava ‘jelly and other Pappy prod- 
ucts, has named Tracy, Kent & 
Co., New York, to handle its ac- 
count. Starting April 1, news- 
paper advertising and merchandis- 
ing coordination will be placed in 
areas where Pappy’s products 
have achieved distribution. 


COPY CUB 


Shows Big Improvement 


: COPY CHIEF 


Never Short of New Ideas 


ACCT. EXECUTIVE 
hc, Came Terads 


month the digest of more than 5 mil- 
lion dollars worth of Merchandising 
and Advertising ideas. Over 45— 
11x17” pages reproducing more than 
500 ads edited into more than 150 
classifications a year. 


Now serving a group of leading ad- 
vertisers and agencies in the ex- 
change of tested and successful ideas. 
Each issue gives you the latest in Ad- 
vertising, Merchandising, New Prod- 
ucts, Institutional, Industrial, Public 
Relations, Post War and Foreign Ads 
in full detail as to copy, art and lay- 
out. Advertising Trends is the result 
of a monthly digest of over 200,000 
newspaper, magazine and business 
paper ads... All this in our... 


NO-RISK TRIAL OFFER 


We will send you Advertising Trends 
each month with invoice attached. If 
the first two issues do not convince 
you... return the invoices and the 
low charge of $8.50 per month will 
be cancelled! You stand to gain... 
you can't lose. 


SEND THE COUPON TODAY 


THE aa. RESEARCH BUREAU, INC. 
La Salle St., Chicago, in. 


i 
Please send us “Advertising Trends,” 
further notice, on your special trial offer. 


Me. shies: 
NATIONAL RESEARCH BUREAU. INC. 


320 N. LA SALLE ST., CHICAGO 10, ILL. 


Ray Carr Appointed 

Ray M. Carr, 545 Fifth Ave., New 
York 17, has been named eastern 
representative of School Shop, Ann 
Arbor, Mich. His telephone num- 
ber is Murray-Hill 2-4217. 


Names Walsh Agency 


The Walsh Advertising Com- 
pany, Windsor, Ont., has been 
named to handle the account of 
the Colonial Tool Company of the 
same city. A schedule has been 
released to national trade publi- 
cations. 


ae 


Enriched Flour 
Price Cut Again 


Washington, D. C., March 21.— 
Four millers will pass on the latest 
reduction in the cost of enriching 
vitamins by cutting 5 cents per 100 
pounds from the ceiling price of 
enriched flour used by the baking 
industry and the consuming pub- 
lic, OPA announced last week. 

Conforming to a pledge to make 
no profit from the enriching pro- 
gram, millers have now reduced 
the differential between the ceil- 


ing for plain and enriched flour 
ee cents per 100 pounds, OPA 
said. 

This latest reduction, affecting 
all sections of the country, was 
made possible by a decrease in the 
cost of several vitamins used in 
the enriching process. It follows a 
cut of 10 cents per 100 pounds in 
the ceiling price in many central 
and eastern states made last No- 
vember. 

The enrichment program, spon- 
sored by the War Food Admin- 
istration and supported by the 
baking industry, now applies to 
about 75% of family flour. Ex- 


pansion of the program to cover 
all family flour has been delayed 
by a shortage of the vitamins. 

Originally, the War Food Ad- 
ministration ordered enrichment 
of all white bread, effective last 
October. Later, the order was ex- 
tended to cover all commercial 
baking products. This extension 
of the order was later suspended 
until May 1 because of the short- 
age of vitamins. An additional 
order to require enrichment of all 
flour used for home baking has 
also been held up because of the 
vitamin shortage. 


in another sense. Even “‘logistics”’ 
it. Anyway, since everybody’s using it, I am going to. 


“TOMORROW'S JOB”. 


an observation by G. B. Parker, Scripps-Howard’s Editor in Chief. 


I en 


VER-ALL” is a word product of World War II. It isn’t something 
for wear, either—as it used to be—though it’s being worn thin 


hasn’t been able to compete with 


In my opinion there is just one sure over-all answer to the 
question of whether domestically we can survive peace. That’s jobs. 


If widespread unemployment is superimposed on our accumulated 
national debt, then God help us. But if, when the boys come home, we 
can have jobs for them—jobs at good pay—we can go places and see a 
prosperity such as the U. S. A. has never witnessed before. But those 
jobs can’t be, as the saying goes, ‘‘on the town’ 
sort that support themselves through production. If they are merely pro- 
vided by the government, then it will be another sad tale of trying to 
live by taking in each other’s washing. 


’, They must be of the 


This country of ours, with its tremendous national resources, 
inventive genius, education, intelligence and ambition, has the 
ham and it has the eggs. If it puts them together it will have ham 
and eggs, plenty. 


Or, to swing into economic terms, if it can produce the volume it can 


Her ag 


i m/ ike 


pay its debts, forget its worried era of deficit financing, quit living off 
its own fat, and proceed to higher and happier levels. 


SCRIPPS-HOWARD 


NEWSPAPERS 


NEW YORK World-Telegram KENTUCKY ...... Post 
CLEVELAND. ..... Press Covington edition, Cincinnati Post 
PITTSBURGH .. . Press KNOXVILLE. . News-Sentine! 
SAN FRANCISCO . - News DENVER . . Rocky Mi. News 
INDIANAPOLIS . . . Times BIRMINGHAM ... Post 
COLUMBUS... Citizen MEMPHIS. Commercial Aepael 
CINGINNATI ..... Post MEMPHIS. . . Press-Scimitor 


National Advertising Dept. « 230 Park Ave. * New York + Chicago + San Francisco + Detroit + Memphis « Philadelphia 


WASHINGTON ... . News 
EVANSVILLE ..... Press 
HOUSTON .....-. Press 
FORT WORTH. . . . . Press 
ALBUQUERQUE . . . Tribune 
EL PASO... . Herald-Post 
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Sponsors Weigh 
Commentators as 
Program Assets 


Limitations May 
Be Included in 
New Radio Law 


By STANLEY COHEN 
Washington, D. C., March 22.— 
The sponsored radio commentator 
—a personality entwined in such 
controversial issues as freedom of 


PARE YOU SELLING THEM EFFECTIVELY? 
' 7 
: You should expert counsel 
‘ ‘ zon bow ad ow p npernerwe 
‘2 $7 Billion Negro Market. Consult~ 
Bes DAVID ‘SULLIVAN 
EVERY 10 AVID J. VA 
AMERICANS Negro Maske Organizamon 
5 A NEGRO », Advertising » Research 
545 Fifth Avenue » New York, N.Y 


speech, self-interest, and opportu- 
nity for adequate reply—may be- 
come a less desirable program 
asset if current thinking in high 
government and radio industry 
quarters evolves into law. 

The most recent unpleasantness, 
of course, was the Walter Winchell 
row with Congressman Martin 
Dies, which the Andrew Jergens 
Company, sponsor of Winchell, met 
by offering a valuable Sunday eve- 
ning period for the Congressman’s 
use. 

But future incidents may not be 
settled so easily for the commenta- 
tor if the Senate adopts a proposal 
supported by Sen. Burton 
Wheeler, chairman of the inter- 
state commerce committee, which 
is working on new radio legisla- 
tion. 


NAB Supports Proposal 


Sen. Wheeler doesn’t like com- 
mentators, as he has said several 
times during the prolonged hear- 
ings on the White-Wheeler bill. He 
believes that the commentator 
should give up his own time to 
permit a reply by anyone who feels 
he has been attacked. 

Moreover, Sen. Wheeler has 
powerful support within the NAB 


for such a proposal. The NAB 
code holds that a broadcaster must 
provide suitable facilities for such 
an answer, but Ed Yokum of 
KGHL, Billings, Mont., believes 
that the only suitable time is the 
time regularly used by the com- 
mentator. Mr. Yokum is a mem- 
ber of the NAB legislative com- 
mittee, cooperating in preparation 
of the radio bill. 

During the Winchell-Dies con- 
troversy, for instance, Mr. Yokum 
announced that he would use a 
transcription of the Dies speech on 
Winchell’s regular period. In re- 
porting this proposal, NAB itself 


K.| pointed out that if other broad- 


casters follow, Winchell’s lineup 
of stations will dwindle—a situa- 
tion which might be acceptable 
once, but hardly an inviting pros- 
pect for a sponsor. 


Oppose Editorializing 


These are some of the notions 
about commentors which are be- 
lieved by influential persons here: 

1. They should not editorialize. 

2. They ought to label the com- 
pany’s message as the company’s 
message. 

3. They should be legally res- 
sponsible for their remarks. 


EDITORIAL PUNCH—THE FUEL THAT 


MAKES ADVERTISING POWERFUL 


Hospital administrators like the way Hospital Management discusses many subjects 


which are taboo in other hospital magazines. 


This editorial policy has won for 


Hospital Management a reputation for independence, enterprise and courage. 


News of the hospital field plays a more important part in Hospital Management’s 
composition than is true of our contemporaries. From our Washington office staff 
articles each month bring vital information regarding developments in the nation’s 
capital which affect hospitals. 


Hospital Management is edited for the managing heads of hospitals, as its name 
implies, but it publishes a higher percentage of editorial material on dietary and 
food problems than any other hospital magazine, and a great deal of detailed, 
technical information for department heads. 


This background of sound editing carried on over a period of nearly thirty years 
lends power to your advertising—takes it in to the people who count, and people who 
are influenced by it because it is introduced by an old friend. That helps to explain 
why our March 1944 advertising volume is 72% ahead of the corresponding issue 


a year ago. 
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100 E. OHIO STREET, CHICAGO 11 


4. Their time ought to be avail- 
able for persons they attack. 

The belief about editorializing is 
also advanced by Sen. Wheeler, 
but it is rejected by the commen- 
tating fraternity in general, and by 
FCC Chairman James Lawrence 
Fly. Agreeing that it is impossible 
to present news without some 
opinion, Mr. Fly believes that net- 
works should hire the best avail- 
able authorities, and permit them 
to speak their minds. 


Idea “Peddling” Charged 


In addition to losing his time pe- 
riodically, and becoming involved 
in public controversy, what else 
does the sponsor of a commentator 
face? 

For one thing, there’s the charge 
that industry is using its commen- 
tators to “peddle ideas from com- 
pany headquarters.” This one 
seems to have originated with Mr. 
Fly, but it is widely accepted 
among “liberals”, and was recently 
argued at length by Quincy Howe 
in the Atlantic Monthly. 

It was back in September that 
Mr. Fly told a news conference 
that sponsored news programs 
sometimes get away from the news 
to the philosophy of the particular 
company. Stopping short of op- 
posing all sponsorship of news 
programs, he commented that 
“from the standpoint of public 
service, it might well be that 
there ought not to be any sponsor- 
ship of news or comment.” Mr. 
Fly believes that the company’s 
ideas should be confined to the 
commercials. 

Again at the Senate hearings on 
the White-Wheeler bill, Mr. Fly 
asserted that a manufacturer may 
employ a commentator to put cer- 
tain ideas across. This may be 
particularly true among advertis- 
ers who have nothing to sell, and 
do not have to worry about the 
popularity of their programs, he 
said. 

Quincy Howe developed this 
argument further in his magazine 
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article, declaring that the sponsor 
does not simply want to reach the 
widest possible audience, but tends 
to buy a news show which “does 
no violence to the National Asso- 
ciation of Manufacturers.” Accord- 
ing to Mr. Howe, sponsors “snap 
up news programs with a conserv- 
ative slant as they never snapped 
up a program with a liberal slant.” 

Mr. Howe opens a new subject 
for discussion, with a suggestion 
that “the big wartime profits of 
American industry and the popular 
trend away from the New Deal 
sharpen these conflicts. Sponsors 
are consequently feeling their oats. 
They are not only exerting more 
indirect pressure; the radio public 
and the news broadcasters who ap- 
peal to the public are responding 
to that pressure.” 

Where can it lead? 

For one thing, continuations of 
the Winchell-Dies pattern could 
mean unending debates between 
radio commentators and Congress- 
men who considered themselves 
aggrieved. It could mean expense, 
program disruptions, and fatigue 
to the listening audience. 


Raise General Suspicions 


Continuations of the Quincy 
Howe-Chairman Fly line of attack 
will put all sponsors of commen- 
tators under suspicion; it has al- 
ready lead to the twin demand 
that stations sell time for the dis- 
cussion of controversial issues. 

Finally, could it be settled by 
wishy-washy opinionating, or care- 
fully selecting victims for the com- 
mentator’s barbs? Maybe, but the 
Winchells would howl, and the 
Hooper ratings fall. And how are 
we to avoid personalities in an 
election year? 

The commentators have a roster 
of “martyrs,” including Cecil 
Brown, who was dropped by 
Johns-Manville; Frazier Hunt, dis- 
continued by General Electric; and 
recently Sam Balter, dropped by 
Bayuk Cigars, which replaced him 
with Cecil Brown. 


gs CAR 
CARD 
MARKET 


@ Meet them face-to-face 


product! 


Reach these key buyers 
Loomis cards. Atlantic City, 


408 Olive St. 


‘LOOMIS ADVERTISING CO.—Member N.A.T.A. 


PHILADELPHIA SUBURBAN AREA 


al 


THE PHILADELPHIA SUBURBAN AREA 


Ardmore Media Sharon Hill 
Chester Norristown Strafford 
Conshohocken Paoli Upper Darby 


More Than 42 MILLION 
Passengers Per Month 


with your car card message 


... the families that make business hum in the Philadelphia 
area. Their average daily fare is 60 cents. They can afford 
the pleasure of living in America's finest, fastest growing 
suburban area . . . and they can afford to buy your 


of America's third city via 
"America's Playground,” now 


one of the greatest military centers, is also served by 
Loomis. Write for latest Edw. G. Doody & Co. survey, 
coverage data and rates on the Philadelphia Suburban 
Area and other Loomis markets. 


St. Louis, Missouri 
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Pool Ad Funds 
for Statewide 


Manpower Drive 


Hartford, Conn., March 21.—To 
stimulate full cooperation along 
the home front, the manufacturers 
of Connecticut have pooled their 
advertising funds for a_ special 
series of advertisements, now ap- 
pearing in every daily newspaper 
in the state. 

The cooperative advertising 
effort, backed by the Manufactur- 
ers Association of Connecticut, is 
the first of its kind in the state. Its 
aim is to sell all residents, simul- 
taneously, a series of related war- 
time ideas—the vital need for more 
workers, the necessity for full pro- 
duction in all war plants, and gen- 
eral cooperation by all civilians. 

Ads in the series are signed by 
the Manufacturers of Connecticut, 
and point out that the messages are 
published in support of the man- 
power recruitment campaign of 
the Victory Manpower Committee 
of the Connecticut War Council. 
The slogan, “The Home Front Is 
Vital—Give It Your Best Now,” is 
repeated in each advertisement. 


Use Dramatic Illustrations 


Dramatic illustrations tie in with 
such headlines as “Roll up your 
sleeves and save your job!’, “We, 
too, have our beachheads to con- 
quer,” and “Meshing the gears will 
do it!” 
lic that: 


“Now, more than ever before, |.’ 


we are faced with staggering de- 
mands for war production 
mands which come at a time when 


more and more men are required |. 
-by the armed services. 
many miracles of production have|_ 


been performed already, every 


man and woman—worker, super-| | 
visor or top executive in war in-| 
dustries—is now called upon to}: 


‘better his best’ performance. 


Typical copy tells the pub-|- 


... de-|: 


Although | _ 


Cheney to Macmillan 


Howard W. Cheney, formerly 
advertising and sales promotion 
manager of the Lockheed Aircraft 
Corporation, Burbank, Cal., has 
been named assistant to the presi- 
dent of the Macmillan Petroleum 
Company, Los Angeles. His main 
activity will be directed toward 
the sale of Ring-Free motor oil, 
the petroleum corporation’s prod- 
uct that has gained national dis- 
tribution in a phenomenal sales 
campaign during the past few 
years. 


Draft Blamed for 
25% of All Drug 
Store Closings 


New York, March 22.—Drafting 
of proprietors into the armed 
forces was responsible for more 
than 25% .of.all drug store closings 
during a five-month period, ac- 
cording to the results of a survey 
made by Dun & Bradstreet for the 
National Wholesale Druggists As- 
sociation. The report, which cov- 


= 


ered the period from Dec. 1, 1942, 
to April 30, 1943, analyzed the 
factors involved in the closing of 
138 stores throughout the country. 

Natural causes, such as illness, 
death or retirement, were respon- 
sible for another 25% of the clos- 
ings, the survey revealed, and the 
remainder was credited to insuffi- 
cient capital, lack of understanding 
of the principles of merchandising, 
and competition. The report noted 
that where competition was in- 
volved it usually was from inde- 
pendent, not chain, stores. 

In analyzing the results of the 
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survey, the association’s committee 
on credits and collections drew 
these conclusions: 

1. Insufficient capital, competi- 
tion, poor personality, inexperi- 
ence, failure to keep adequate 
records and too high personal 
withdrawals were the chief causes 
of failure. 

2. Stores closing with loss to 
creditors nearly all had higher- 
than-normal rent. 

3. Nearly all stores which closed 
with loss to creditors had been 
C. O. D. or slow pay for at least 
a year before closing. 


“Group working with group is| i» 


the key to victory at home and 
abroad. If we mesh the gears of 


labor with supervision and top| | 


management we can ‘better our 
best’... . and win.” 

The campaign grew out of 
suggestions and ideas presented 
to Connecticut manufacturers in 
group meetings by Francis S. Mur- 
phy, general manager of the Hart- 
ford Times, under whose direction 
a booklet, “Industry Needs It,” 
also was produced and distributed 
by the daily. Copy and layout 
represent the combined efforts of 
the Times’ copy department, Al- 
fred C. Fuller, president, C. L. 
Eyanson, executive director, and 
L. M. Bingham, director of devel- 
opment of the Manufacturers As- 
sociation of Connecticut. 


Liquor Group Makes 
Debut in Trade Copy 


The Conference of Alcoholic 
Beverage Industries, New York, 
has begun a series of ads to 
acquaint members of the industry 
with its two basic aims: removing 
the threat of national prohibition, 
and developing a better under- 
standing of the industry and to 
improve its reputation. 

The ads are scheduled for the 
remainder of the year in business 
publications of the liquor trade. 
Walter M. Swertfager Company, 
New York, is the agency. 


10 BILLION AIR-PASSENGER MILES 
506,000 AIRSHIPS IN 1950! 


* American P 


1170 BROADWAY 


—— 


NEW YORK 1, WN. Y. 


meat and food processing industries. 


acres of the nation’s richest farm land. 
221.,% of all the Grade “A” Farm land in the 


BASIC COLUMBIA NETWORK 
CEDAR RAPIDS 


OWA is famous for her prodigious agricul- 
tural accomplishments, but brother don’t let 
those tall corn stalks fool you. Iowa’s 11% billion 
dollar farm income for 1943 was solidly bul- 
warked by tremendous industrial payrolls in the 


Add a 


crushing overlay of war production dollars and 
you get a still truer picture of the buying power 
now on the loose in the tall corn state. 


Within WMT’s roughly circular 1/2 millivolt 
line of 320 miles in diameter lies 22,000,000 


That's 


WMT's Primary (.5 Millivolt) Area of 320 Miles In 
Diameter Is The Largest In the State of lowa! 


U.S. A. and the largest primary area of any sta- 


tion in the State of Iowa! 


Nearly 314 million people (1940 Census) live 
and work and spend in the prosperous WMT 
Primary Area. Get your share of them as cus- 


tomers! 


Give your Corn Country advertising 


7-League Boots by taking advantage of WMT’s: 
superior wave length (600 ke.), splendid soil con- 
ductivity and a transmitter located in an area of 


low absorption. 


WMT is the dominant station in Eastern Iowa, 


reaches the people in this area as no other medium 


‘an... does the job thoroughly and economically. 


May we send you more complete details today ‘ 
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Hope Tops Hooper 
‘First 15’ with 
Jack Benny 9th 


New York, March 23.—Bob Hope 
continues to top the “First 15” 
evening network programs, with 
Fibber McGee and Molly second 
and Charlie McCarthy third, ac- 
cording to the March 15 evening 
network “Hooperatings” report 
compiled by C. E. Hooper, Inc. 

The remainder in the following 
order are: Radio Theater; Walter 
Winchell; Joan Davis-Jack Haley; 
Mr. District Attorney; Screen 


ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


Guild Players; Jack Benny; Abbott 
& Costello; Aldrich Family; Take 
It or Leave It; Frank Morgan- 


Fanny Brice; Fred Allen; Bing 
Crosby. 
Average sets-in-use are re- 


ported at 32.0, down 0.4 from the 


the largest number of women 
listeners per set is Saturday Night 
Serenade, with 1.61; largest num- 
ber of men listeners per set is 
Walter Winchell, with 1.08; largest 
number of children listeners per 
set is Terry and the Pirates, with 


last report and down 1.2 from aj} 1.45 


year ago. The average evening 
program rating is reported at 10.5, 
down 0.5 from the last report and 
down 1.5 from a year ago. Aver- 
age available audience is listed at 
79.6, 0.2 above the last report and 
down 2.7 compared with a year 
ago. 


Skelton Maintains Place 


Red Skelton continues to lead 
those programs which, being 
broadcast after 10:30 p. m., EWT, 
are not measured in the Eastern 
time zone. His current rating is 
34.5. 

The subscriber program with 
highest sponsor identification in- 
dex is Fibber McGee and Molly, 
with 84.9%, and a correct product 
identification of 84.6%. 

The subscriber program with 


The five top ranking programs 
listed in terms of the number of 
listeners per set are: Great Gilder- 
sleeve; Saturday Night Serenade; 
Charlie McCarthy; Suspense; and 
Walter Winchell. 


Seeks Vacationists 


Doubling its advertising appro- 
priation for 1944, the Southern 
Lakeland Association will promote 
southern Wisconsin as a vacation 
playground with space in Chicago 
and Milwaukee newspapers and 
distribution of 25,000 folders and 
25,000 circulars in neighboring 
states. A total of $3,000 has been 
appropriated for advertising the 
region, with the amount to be 
spent on newspaper space double 
that spent last year. 


Larvex to Launch 
Huge Drive in April 

The Larvex division of Zonite 
Products Corporation, New York, 
will launch the greatest seasonal 
campaign in its history in April 
issues of 16 magazines and in 44 
Sunday newspapers. throughout 
the country. Supplemented by 
spot radio announcements over 
179 Mutual stations, the drive is 
— to run through Septem- 

r. 

The theme, “Amazing Profes- 
sional Mothproofing Method,” will 
appear in the ads and over the air. 
The drive will be backed by dealer 
helps and full-color window dis- 
plays. McCann-Erickson is the 
agency. 


Joins ‘Food Materials’ 


Oscar B. Abrams, formerly in 
the public relations department of 
the Industrial Home for the Blind, 
has been named managing editor 
of Food Materials & Equipment, 
New York. 


Advertising 


STEIN’S BAKERY 
of Portland, Oregon, makes 
TRANSIT (caro) ADVERTISING 

the ‘Backbone’ of their 


Mr. Stein recently signed a“Long- 
Term’ Contract...after a survey 


‘TRANSIT 


Program! 


proved the value to them of this 
form of advertising, both as a 
sales medium and dealer help. 


‘ 


Transit Advertising can 
deliver your message day 
in and day out and most 
of the night. Your inquiry 
is invited. Write to nearest 
office listed below. 


Members NAT 


Portland 


Fielder, Sorensen 


Chicago, New 


Pacific Coast Transit 
Advertising Representatives 


Pacific N. W. Transit Adv. 
Harwood Hoyt Fawcett vr 


San Diego 
Traction Advertising Co. tthe 
Salt Lake City ‘. 


San Francisco 
Maynard Boyce, Inc. 
Los Angeles 05. Oye 


Eastern Representatives 
National Transitads, Inc. 


a 


bP as 


“a - dettb te? 


& Davis ete 


York 


“Westen TRANSIT ADVERTISING 


_ BUY “THE WHOLE PACIFIC COAST”—AS A PACKAGE | 


. firs in 


For Rate Information, See Standard Rate and Data Service. 


1 CONTRACT—LINVOICE—1 CHECK  ~— 
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Eversharp Buys 
Second Net Show 


New York, March 21.— Ever- 
sharp, Inc., which last November 
announced that it would launch 
the greatest advertising campaign 
in its history backed by an ad 
appropriation of about $1,600,000 
(AA, Nov. 29, 43), has purchased 
its second network show, which 
will be heard over 150 stations of 
the Blue Network. 

The new program, titled “Let 
Yourself Go,” starring comedian 
Milton Berle as master of cere- 
monies, will make its debut to- 
day and will be heard hereafter 
every Tuesday from 7 to 7:30 
p.m., EWT. Eversharp will invite 
members of the radio audience to 
write letters outlining their secret 
ambitions, and will select four or 
five persons to appear on the show, 
each of whom will receive a cash 
prize. Music will be supplied by 
Jacques Renard and his orchestra. 

Since April, 1940, Eversharp has 
sponsored the “Take It or Leave 
It” program with Phil Baker, over 
CBS, which continues along with 
the new Blue program. The Biow 
Company is the Eversharp agency. 


Renews on Mutual 


“Young People’s Church of the 
Air,” which sponsors its own pro- 
gram on 160 stations of the Mutual 
network, has renewed its contract 
through Nov. 26, 1944. The pro- 
gram is heard Sundays 9 to 9:30 
a. m., EWT. Ivey & Ellington is 
the agency. 


Tamms Launches 
Drive for Chamois 


in Cluster Form 


Chicago, March 23.—Declaring 
that “precious chamois is here 
again,” the Tamms Silica Company 
has launched a six-week news- 
paper campaign in St. Louis and 
Cincinnati in behalf of Topsy 
chamois in a new cluster form. 

The drive started with a quar- 
ter-page insertion in the St. Louis 
Post-Dispatch and similar copy is 
scheduled to break today in the 
Cincinnati Times-Star. Under the 
heading, “Look! four square feet 
of genuine top quality chamois in 
a new shape,” Tamms asserts that 
it is the “same top grade—but in 
a new handy cluster form to make 
it last longer and increase its 
efficiency.” 

Priced at 69 cents, Topsy is sold 
at drug, hardware, paint, grocery 
and department stores, consumers 
are told. 

Phil Gordon Agency, Chicago, 
directs the account. 


Andrews Names Butler 


Phillip Andrews Publishing 
Company, New York, publisher of 
Air News, Air Tech, Air News 
Yearbook and Navy Yearbook, has 
appointed Butler Advertising, New 
York, to conduct a long-range pro- 
gram of postwar research as well 
as business paper advertising and 
mail promotion for its present and 
contemplated publications. 


Beck Heads Company 


Thomas J. Beck, manager and 
vice-president of the Ice Cooling 
Appliance Corporation, Morrison, 
Ill., manufacturer of domestic and 
commercial ice refrigerators, has 
been named president of the com- 
pany, a division of the City Ice 
& Fuel Company. He recently was 
named general assistant  vice- 
president of the latter organiza- 
tion. 


/ 


weE ((@ BACK ISSUES 


Complete coverage of current 


and back issues of business pa- 


pers and magazines for editorial 


and advertising material. 


Booklet No. 20, “How Business Uses 
Clippings” outlines how manufactur- 
ers and advertising agencies use our 
service. 


BACON’S CLIPPING BUREAU 


BUSINESS 7 FARM * GENERAL 
PAPERS PAPERS PK MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL 
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Humane Review’ Now Outdoor Life’ March Names Kirkpatrick Opens Dallas Office 
Takes Advertising Linage Totaled 16,279 M. Glen Kirkpatrick, formerly] , she Taxes eee Se ae 
—- ; ._,| Managing editor of the Farm Jour-| daily newspapers has opened ad- 
After 30 years of publication, Outdoor Life, New York, carried | nal, with which he had been asso-| Vertising headquarters in the Lib- 
the National Humane Review, of-| 16,279 lines of advertising in| ciated 23 years, has joined Dr.|erty Bank building, Dallas, with 
em 4 . ficial publication of the American| March and not 5,694, the figure} Hess & Clark, Inc., Ashland, O., as| Charles Hurley, who has been ap- 
vaign March 28-31. American Man-|Humane Association, Albany, is ac- furnished by Publishers’ Informa-| girector of its new department, Dr,| Pointed advertising manager, in 
. agement Association, annual pack-|cepting advertising, the monthly’s| ion Bureau and reported in the! tess Service. He will coordinate | °harge. 
0,000 aging conference and exposition,|new policy having become effec- March 20 issue of ADVERTISING and report on the develo t of 
1ased Palmer House, Chicago. tive with the January issue. ae 2 useful fa oducts rticul 
thich April 23. American Association! pf J. p Chi h This total of 16,279 pages for the tm products, particularly) McQueen Promoted 
age of Newspaper Representatives, a owers, Chicago, has been| magazine for March equals about|°% the work of the company’s} Harry McQueen, formerly assist- 
spring dinner meeting, Waldorf-|"*™* representative for the Mid-| 37.9 pages, a substantial increase| laboratory in the fields of disease| ant sales manager of the Pepso- 
“Let Astoria, New York. west, and J. Wm. Hastie, New| over the 11,546 lines, or 26.9 pages,|and parasite control, maintaining| dent Company, Chicago, has been 
dion April 25-27. American News-|*°rk, has been appointed to| reported for Outdoor Life for the|close contact with publications} named central sales manager with 
saake. paper Publishers Association, Wal-| @ndle the Eastern territory. March issue of the previous year.| covering the agricultural field. headquarters in Chicago. 
| to. dorf-Astoria, New York. =—- 
after May 16-17. Inland Daily Press 
7:30 Association, spring meeting, Chi- 
nvite oe. 
ce to May 19-20. International Affili- wa our e ark ee 
ecret ation of Sales and Advertising 
ir or Clubs, spring conference, Hotel —_—_——— 
how, Brock, Niagara Falls, Ont. ca 
cash m May 25-27. Associated Business t e al _— : 
db apers, annual spring meeting, 
oi — Country Club, Rye, s . * * 
> has oe 
eave _June 4-7. Advertising Federa- — — 
over — of open — meeting _ “2 of . - wy . and ' 
with and second war advertising con- — 
with J ference, Hotel Sherman, Chicago,| © OW ll hear the HUM 
ency. ‘ —, 5-6. Psnom m » Industrial + if 
vertisers Association, regional W ) 
conference, Eastern chapters, Hotel from today Ss NE 
. the Claridge, Atlantic City, N. J. | 
pro- _ June 5-7. Newspaper Advertis- 
utual ing Executive Association, 33rd 
tract annual spring meeting, Hotel Com- 
pro- modore, New York. 4 
9:30 June 6-8. Public Utilities Ad- 
on is vertising Association, annual meet- 
ing, Palmer House, Chicago. 
June 12-14. Pacific Advertising 
Association, annual convention, 
2S Fresno, Cal. 
‘ _Aug. 28-31. National Associa- 
01S tion of Broadcasters, annual con- 
vention, Palmer House, Chicago. j 
) Sept. 25-27. Southern News- 
paper Publishers Association, an- 
aring nual convention, Arlington Hotel, 
here Hot Springs, Ark. 
pany cehieineeeniie 
ews- . 
pre Studies War Effect on 
‘opsy Industrial Advertising 
sani _The National Industrial Adver- | 
pow tisers Association, Chicago, is 
Dy is conducting a survey among its } 
“or 2,500 members and 3,000 non- 
» the member advertisers to determine 
feet how much more, if any, industrial 
ta ts advertisers as a whole are spend- 
that r~J over a years; in what : 

- ivision e advertisi budgets i i 
ut in are being used; and ne gms There’s a hum that’s growing every day—a hum from the roaring wheels 
— rial advertisers are planni t i i 
> its — eo of new and stable industries throughout today’s new South. And many ) 

The analysis is designed to hel : : : > : : : ) 
oa individual companies in the shap- American businesses with their ear to the rail are hearing and heeding the ) 
ing o eir own advertising ex- : . : o 3 | 
mers iiteren” Ye ls cated foe tote sound. Something IS brewing in today’s new South and out of it is com- 
spring publication at $3 a copy. ° ° ° 2 at : : 
cago, ae Py ing America’s largest and richest new merchandising frontier. Now is | 
: York Joins Ad Bureau the time to heed the hum. Win good will, acceptance and friendship | 
a J. Robert York, for the past i i i - isi 
hing seven years advertising manager that will spell sales, both immediate and post-war by advertising to | 
of the Tulsa Tribune and sales P i 's— i ea 
vews tauhien manne ef tot to today’s new South in Holland’s—the magazine of the new South! 
New ne and World since their con- 
solidation in 1941, has joined the « 
pro- Chicago LO alee Ta Fy gene SOUTH SHOWS BEST PROSPECTS OF HOLDING RAPID WAR-TIME GAINS 
r?) vertising. 
-_ Department of Commerce studies of metropolitan areas throughout America show that five out of six 
cs Class A-1 areas with BEST prospects of holding war-time gains lie in Holland's South. Five out of six 
Class A-2 areas with SUPERIOR prospects of retaining war-time growth and 11 out of 16 cities in 
Class A-3 areas with EXCELLENT prospects of retaining war-time growth are Southern cities. In fact, 
every important city in today’s new South is a Class A city for the future. 
and 
oling HOLLAND'S IS TUNED TO THE HUM OF TODAY'S NEW SOUTH! 
ison, 
: and The Southland has always had land for homes, for living, for lovely yards and gardens, for raising sturdy 
has sunshine-bred families. And the factory worker, the mill wright, the airplane mechanic and the machinist 
com- of today’s new South have learned the Southland’s love of home. The South today, as always, is a home 
r Ice market of solid families. And there’s money in the pocket waiting to buy new refrigerators, new cars, 
Y was new food, new drugs and every kind of accessory and necessity for the home and family. And Holland's, 
vice= born and bred in the South, is the ONE magazine that is completely tuned to the gardening, cooking, 
niza- sewing and living needs of today’s new South. That's why your advertising in Holland's obtain 48 per 
cent more reader interest than in other leading magazines according to circulation, as proven by an 
— L. M. Clark Reader Interest Survey. 
TS Test Today’s * 
aaah New South 
» oe with Holland’s de 
itorial 
o 
is Uses e e ° Th | v \ g f th N Ww S h 
hacia If you’ll write Collins, Miller e agazine 0 e e out 
ise our 4 52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
& Hutchings, Inc., Photo- nina 205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
eas st Coast esentotives: SIMPSON-REILLY, LTD., RUSS BUILDING, FRANC! 
engravers, 207 N. Michigan re “GARFIELD BUILDING, LOS ANGELES so 
Ave., or phone FRAnklin * DALLAS + 
* 5854, we will tell you. TEXAS ’ 
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Leaves Grey Agency Agency Moves 


Maria Jeanetta White has re- Jasper, Lynch & Fishel, Inc., 
signed as media director of Grey|formerly located at 22 W. 48th 
Advertising Agency, New York,/St.. New York, has moved to 
effective April 1. larger quarters at 17 E. 49th St. 


How many ADS 
tuake 
ewspaper: 


HERE ARE MORE FORMULAS for “rationing” newspaper 
space than there are recipes for making a mint julep. And, 
opinions as to which is best are almost as varied. 
In The Journal’s humble opinion the deciding factor is .. . 
which pleases the “mostest’” people! 


It is typical of The Journal’s desire to maintain broad, under- 
standing policies—that when newsprint was curtailed this 
newspaper set up no hard and fast rules or regulations for ration- 
ing its general advertising space. The Journal devised a flexible 
plan designed to take into consideration the best interests of all 
concerned . . . The Journal’s readers and its advertisers. 


Result: The Journal believes its apportionment of general ad. 
vertising has, to date, worked no excessive hardships on anyone. 


Sure, there have been headaches. No one likes to turn down 
business. No one likes to readjust a well-planned advertising 
program. But The Journal found advertisers and agencies sym- 
pathetic to the problems of the newspapers—and just as eagerly 
and earnestly searching for an equitable solution. 


TO BE FAIR TO ADVERTISERS AND READERS 
In handling its space allotments for both advertising and news 
The Journal has had but one fundamental thought in mind . . . to 
be fair both to its advertisers and to its readers. 


That this type of fair play is deep-rooted in the fundamental 
policies of The Journal is evidenced by these words of C. S. Jackson, 
its founder, written almost a half a century ago: “A paper must 
be kept free and fair; accurate and alert; for an honest, sincere, 
up-to-date, forceful newspaper is the noblest work of man. It is the 
greatest influence for good under our form of civilization.” 

The Journal’s handling of this restricted newsprint situation is 
indicative of why people like to read The Journal. They feel it is a 


newspaper that plays fair with them .. . in its advertising columns 
as well as its news columns. 


Your advertising will get a square deal in The Journal’s 
space allotments, and what’s more, it will reach the largest 
daily circulation in the Portland area. The Journal’s practi- 
cal attitude takes into consideration the fact that while an 
advertiser wants his message to appear in print, he also 
wants it to reach the maximum buying market... even if 
he has to wait in line a few days. 


If you lived in Portiand you'd read... 


THE JOURNAL 


PORTLAND, OREGON 


Afternoon and Sunday 


Represented Nationally by REYNOLDS - FITZGERALD 
Member: Metropolitan and Pacific Parade Groups 
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Blue Executives 
Discuss Network 
Policy and Plans 


-New York, March 21.—The Blue 
Network Company is surveying 
sites and formulating plans for 
construction of its own studios in 
New York, Chicago, Los Angeles 
and San Francisco, Mark Woods, 
president, revealed Saturday. 

Speaking before an all-day 
meeting of 47 department heads 
and management executives from 
Washington, D. C., Chicago, De- 
troit and New York, Mr. Woods 
said that “Coincidental with the 
construction of its own studios, the 
Blue expects to Own its own 
broadcasting stations in Washing- 
ton and Los Angeles and a full 
time outlet in Chicago in addition 
to the stations it now owns.” 

Mr. Woods pointed out that any 
network needs its own stations in 
key origination points. At the 
present time, the Blue owns WJZ 
in New York, WENR in Chicago 
and KGO in San Francisco, in 
addition to operating WMAL in 
Washington under lease from the 
Washington Star. While negotia- 
tions for station purchases are 
under way, there is no immediate 
— of their conclusion, he 
said. 


Prepares for FM 


“Applications have been filed or 
are being prepared for FM sta- 
tions in the key centers,” Mr. 
Woods said, adding that the Blue 
expects that frequency modula- 
tion, permitting more and better 
stations, “will give the Blue Net- 
work an opportunity to assume 
leadership in sound broadcasting.” 

He warned, however, that no 
one in broadcasting can ignore 
television and said that the Blue 
is now completing plans for a 
complete television system, details 
of which will be announced later. 

“While we own no television 
stations today,” he said, “I am 
convinced that television will 
prove to be the greatest medium 
ever developed for entertainment 
and advertising. The Blue Net- 
work is planning to file for its own 
stations in New York, Washington, 
Chicago and Los Angeles. We are 
encouraging Blue affiliates to file, 
as soon as possible, for the con- 
struction of both FM and televi- 
sion transmitters. Just as soon as 
material becomes available, both 
the Blue and many of its affiliates 
will be prepared to move into both 
these fields.” 


Programming Important 


Edgar Kobak, executive vice- 
president, said that while the Blue 
will show a substantial profit for 
the year, all radio must recognize 
the fact that this is “a radio year” 
and that, as soon as the war is 
over, broadcasting will have to pay 
even more attention to program- 
ming if it is going to retain the 


prestige and leadership it now 
enjoys. 
“For this reason,” Mr. Kobak 


said, “the Blue for the next twelve 
months is going to concentrate on 
programming. By that I mean that 
we will refuse business if we do 
not think the program offered is 
up to our standards. We will not 
accept a program merely because 


time is available and the time sale 
represents revenue. 

“Program building is not a one 
man job. And, in this respect, I 
want all employes to listen to 
radio, not just Blue shows, but all 
radio. Too many do not. A maga- 
zine editor, if he is worth his salt, 
must read his own book. Broad- 
casting is a magazine in another 
form.” 


Mutual Billings Up; 
Adds Three Stations 


Mutual gross billings for Feb- 
ruary, 1944, totaled $1,547,860, an 
increase of 87.4% over the same 
period last year, when the net- 
work grossed $826,085. Cumula- 
tive billings for January and Feb- 
ruary, 1944, totaled $3,308,159, an 
increase of 81.9% over the same 
period in 1943, when the figure 
was $1,818,189. 

Mutual has added three more 
stations to its network, making a 
total of 222 affiliates, plus 32 out- 
lets of Mexico’s Radio Mil. The 
new additions are WDLP, Panama 
City, Fla.; KVRS, Rock Springs, 
Wyo.; and WKEU, Griffin, Ga. The 
network’s affiliation contract with 
KGHI, Little Rock, Ark., termi- 
nating April 15, will not be re- 
newed. 


Marlin Uses Cartoons 


Marlin Firearms Company, New 
Haven, Conn., has begun a new 
series of weekly ads for Marlin 
blades and shave cream. Appear- 
ing in 34 newspapers in 21 key 
cities throughout the country, the 
40-line ads feature humorous car- 
toons drawn by Frank Beaven. 
The drive is scheduled to run for 
13 weeks. Craven & Hedrick, Inc., 
New York, handles the account. 
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Sales Results 
Spur HOLC to 
Renew Campaign 


New York, March 21.—The suc- 
cess scored by the initial campaign 
of the New York regional office of 
the Home Owners Loan Corpora- 
tion last year in promoting sales 
of HOLC homes resulted in a new 
campaign this month. 

The government-paid advertise- 
ments in the campaign from July 1 
to Dec. 31, 1943, aided the sale of 
11,656 homes in the New York 
region at prices totaling $60,161,505. 
Commissions paid brokers aggre- 
gated $3,770,821. The new cam- 
paign involves disposal of 7,500 
homes with a total sales potential 
of $37,500,000. Designed to take 
advantage of the current demand 
for homes evidenced in the real 
estate market, the drive will run 
for 12 weeks in Massachusetts, 
New Hampshire, New Jersey, New 
York and Pennsylvania, which 
represent the New York region of 
HOLC. 

Bi-weekly insertions of 130 and 
300-line ads are scheduled in 61 
newspapers covering these five 
states. First insertions appeared 
March 6, using copy prepared by 
the United Advertising Agency, 
Newark, N. J. The drive will be 
supported by extensive publicity, 
window posters and a cooperative 
advertising tie-up financed by 
local brokers in each city where 
the HOLC advertising appears. 

HOLC also urges brokers to use 
classified ads in newspapers on the 
same day that HOLC insertions 
run. More than 400,000 lines were 
paid for by brokers in the pre- 
vious campaigns. 
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(or your competitors) sell through 
/ = RETAIL STORES 


CB Newspaper Research 
os ‘A valuable service if you 


The Research Department of Advertising 
Checking Bureau can keep you up-to-date on 
dealer activities—tell you what dealers are ad- 
vertising—what they are pushing—brands they 
are advertising—prices, etc. Many leading mer- 
chandisers and advertising agencies have used 
this service for years with profitable results. 
It is used to advantage in post-war planning. 


ACB offers 12 Research Services. They cover 
a wide range of subjects. They may be ordered 
continuously or periodically — nationwide or 
for limited areas. 


iia ree 
SEND FOR CATALOG 

Tells details of each service— The ee 

how to estimate cost—-many 

unique applications of infor- A DV E R T } s | N G 
mation secured——gives names 

of well-known users of ACB CHECKING “BUREAU 
Research etc., etc. INC. . 


New York (16), 79 Madison Avenue + Chicago (5), 538 S. Clark Street + San Francisco (5), 16 First Street 


On W-I-T-H 


in Baltimore 


anyway! At this writing there 


are mighty few minutes left 
out of 24 hours! That gives 
you an idea how W-I-T-H 


produces for advertisers! 


When you hear of an open 
spot on W-I-T-H. ... grab it! 
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National Union 
Radio Protests 
Cut in Ad Space 


Newark, N. J., March 21.—War- 
time space curtailments and the 
comparative value of advertising 
which wins the available space 
were brought to the fore again 
this week in a complaint lodged 
by G. E. DeNike, advertising and 
publicity director, National Union 
Radio Corporation. 

Mr. DeNike, in an _ interview 
with Radio and Television Weekly, 
protested that the Newark Evening 
News had so restricted his com- 
pany’s linage that it was unable 
effectively to attract badly-needed 
war workers. Available display 
space has been cut to six inches 
by one column, he said, with 
classified limited to 14 lines. 

“The Newark News says, of 
course, that the newsprint short- 
age forces them to make these 
space curtailments,’” Mr. DeNike 
said. “We acknowledge that, but 
is it more vital to the American 
people to bring to them the seri- 
ousness of the employe situation, 
or to use large amounts of space 
to extol the virtues of some par- 
ticular brand of alcoholic beverage 
or the benefits to be derived by 
semi-bald and elderly gentlemen 
to stop their falling hair by using 
so-and-so’s scalp preparation?” 

National Union Radio has used 
radio and bus advertising in at- 
tempts to recruit workers, but has 
found heavy newspaper advertis- 
ing the most effective method of 
reaching the mass of people, Mr. 
DeNike explained, adding that 
“this medium of recruiting has 
now been so curtailed that it is 
virtually ineffective.” 

The company official said he had 
taken the question up with the 
War Manpower Commission but as 
yet had obtained no “concrete 
results.” He said the condition 
existing in northern Jersey prob- 
ably is duplicated in other sec- 
tions of the country and that it is 
an “unfair and unpatriotic situa- 
tion.” 


Can't Reduce Gas 


Consumption, Poll Shows 


Nearly 50% of Minnesota people 
believe their communities can re- 
duce consumption of gasoline, but 
almost three out of four said “no” 
when asked whether their families 
could get along with less gasoline, 
according to the first weekly re- 
port of the Minnesota Poll, inau- 
gurated by the Minneapolis Star 
Journal and Tribune to measure 
opinion on questions of timely 
interest. 

Conducted similarly to the Gal- 
lup and Fortune polls, the Minne- 
sota study will be confined to 
Minnesota, as the one recently 
started by the Des Moines Register 
and Tribune is restricted to Iowa. 


Petroleum Industry 
Opens New Campaign 

With the _ slogan, “Gasoline 
Powers the Attack—Don’t Waste a 
Drop,” the Petroleum Industry 
War Council, New York, will re- 
lease a new campaign April 1 in 
all media to conserve gasoline, 
eliminate the black market in gas- 
oline ration tickets, and promote 
the “share-the-ride” program. 

W. W. Wells, secretary of the 
council’s product conservation 
committee, has announced that a 
portfolio of advertising ideas and 
suggestions, prepared by McCann- 
Erickson, will be mailed to all oil 
companies’ advertising personnel 
the week of March 27. 


SURPRISING 


FACT ABOUT NEGROES 


is what a great job their spending does 
in offering opportunity to advertisers. 
Here's a 7-billion dollar market, yes 
7-billions a year. Are you overlooking it? 
Perhaps your competition is, too. That 
doubles the opportunity for you. So drop 
a postcard or letter today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and let us 
send you some startling, profit-revealing 
facts about what the — Press can do 
for you. 


Tewi Names Golovin 


Tewi Lingerie, Inc., New York, 
maker of handmade lingerie, has 
named Willard B. Golovin Com- 
pany, New York, to handle its 
account. Class magazines and 
dealer helps are scheduled. 


Names Ruthrauff, Ryan 


Taylor-Reed Corporation, Mama- 
roneck, N. Y., maker of Tumbo 
dessert puddings and Cocoa Marsh, 
milk booster, has named Ruthrauff 
& Ryan, New York, to handle its 
advertising, effective April 15. 


Republic Steel 
Manual Bids for 
Export Markets 


Cleveland, March 21.—A com- 
prehensive manual describing the 
Republic Steel Corporation and 
printed specifically for the Latin 
American market, was being sent 
out this week to steel users and 
buyers. 

The 98-page booklet, “The Story 
of Republic Steel,” has 


printed in English, Spanish and 
Portuguese editions. In an accom- 
panying letter to buyers, Republic 
explained that the technical and 
descriptive data is intended to be 
of practical help in selecting mate- 
rials for present needs and in 
planning for postwar days ahead. 

“It is not possible to assure that 
all of the products described in 
this book will be available after 
the war,” Republic said, “as con- 
stant metallurgical research and 
standardization may result in dis- 
continuing the manufacture of 


been;some grades of steel and fabri- 


cated products. Republic can, 
however, be looked to as a source 
of supply for the finest steels that 
the most modern facilities and 
processes can produce.” 

The manual describes the or- 
ganization and services of Repub- 
lic’s export department, whose 
headquarters and staff are located 
in New York City; offers technical 
information on types of steel, steel 
products and applications; and 
presents: definitions of iron and 
steel terms for special Latin Amer- 
ican use. Meldrum & Fewsmith 
handles the Republic account. 
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Penton Reelects Shaner 


Earl L. Shaner has been re- 
elected president and treasurer of 
the Penton Publishing Company, 
Cleveland, O., publisher of Steel 
and other business papers. Other 
officers named were: George O. 
Hays, vice-president and general 
manager; Russell C. Jaenke, vice- 
president; Frank O. Steinebach, 
vice-president and secretary; and 
Edith L. Werner, assistant treas- 
urer. All directors were reelected. 


Two Join BBDO 


Lloyd N. Day, formerly divi- 
sional sales promotion manager of 
Montgomery Ward & Co., New 
York, and Wallace M. Kunkel, for- 
merly with the promotion depart- 
ment of Nation’s Business, New 
York, have joined the copy staff 
of Batten, Barton, Durstine & 
Osborn, New York. 


Plans Test Copy for 
‘Defender’ Vitamins 


Grove Laboratories, St. Louis, 
maker of Grove’s B complex vita- 
mins, will run a test campaign 
for its latest product, Defender 
vitamin capsules, beginning May 
1. Newspapers and radio will be 
used. Sherman K. Ellis & Co., 
New York, has been named to 
handle the account. 


Two Join N. W. Ayer 


Todd Downing, author of “The 
Mexican Earth,” standard work on 
Mexico, and numerous Crime Club 
novels, has joined the copy de- 
partment of N. W. Ayer & Son, 
Philadelphia. Marguerite M. Kra- 
henbuhl, formerly with the Call, 
Newark, N. J., has joined the New 
York public relations department 
of the agency. 


START PROFITING NOW wirn WWL 


Economists and analysts say 
that Southern prosperity is 
here to stay. Start with WWL 
now to win your share of the 
booming market. Millions of 


families in five Southern states 
listen to the sales appeals of 
smart WWL advertising. WWL 
is the only medium you need 
to cover this profitable area. 


~NEW ORLEANS 


50,000 WATTS 
CLEAR CHANNEL 


THE GREATEST SELLING POWER 


IN THE SOUTH'S GREATEST CITY 


CBS Affiliate—Nat'l Representatives, The Katz Agency, Inc. 


“Nine to Five” is the story of what goes on behind the scenes in 
the New York sales office of a salt company, but, says Harvey 
Smith, the author, it could happen in any office, even in one not 
a client of Anderson, Davis & Platte, of which he is v.p. The book 
is published by Scribner’s, and out last week. The adman wrote his 
first novel in 1941... 

Doug Coulter, CBS v.p. in charge of programs, is down with pneu- 
monia. . . Austin Peterson, formerly of Y&R’s production staff, is 
now a major attached to the armed forces radio service. . . Sally 
Gannett, daughter of Frank Gannett, publisher of the Gannett 
Newspapers, will christen a Liberty ship which will be named in 
honor of one of her ancestors, Deborah Sampson Gannett, a heroine 
of the Revolution. . . 

Lt. Col. Samuel Rosenbaum, pres. of WFIL, cabled his wife of 
his safe arrival in England for an assignment with the Allied Mili- 
tary Government... 

Customers, agency men and others are hereby warned that Matt 
Elder, natl. ad mgr. of the Tulsa Tribune and World, will tell them 
shyly, if asked to go bowling, 
that he never bowled a game 
in his life until last fall. Then 
he’ll proceed to make the pins 
fly with strikes and spares that 
total up a score high enough to 
satisfy an old-timer... 

Norman Green, western man- 
ager of Crowell-Collier, is 
spending a few weeks with Mrs. 
Green at Rancho de las Lomas, 
Tucson, Ariz. Like others so- 
journing in the “land of sun- 
shine” this year, they are find- 
ing the sun somewhat less ar- 
dent than advertised. . . and 


PARTY GUESTS—Barney Lavin, man- 
ager of WDAY, Fargo, N. D., and J. O. 
Robert W. Orr, exec. v.p. Of Maland, vice-president of WHO, Des 
Lennen & Mitchell, has left Moines, are shown at the cocktail party 
New York for Arizona on the held in conjunction with NBC's war 
strength of some of those travel clinic at the Drake Hotel, Chicago. 
pamphlets. . . Phil Lennen, 

chmn. of L&M, just returned from Palm Beach, was able to do a 
good turn for Chauncey Seedorf of the same agency, who found 
himself caught in the Florida travel jam, by sharing his drawing- 
room for the return trip. 

Norman D. Waters, head of the New York agency, shows his 
agreement with the florists’ slogan by sending flowers to clients 
in celebration of his 18th year in business... 

In St. Paul’s Episcopal Church, Rochester, N. Y., Betty R. Crouch, 
daughter of Charles T. Crouch, pres. of Eastman Kodak Co., re- 
cently became the bride of Lt. Alexander D. Hargrave, USNR... 
It’ll be wedding bells for Lt. Benjamin J. Gantt Jr., of the Marine 
Corps, and Doris A. Henrich, of the research dept. of McCann- 
Erickson, New York... 

And cupid tied the knot for Nancy B. Lamb and Lt. J. Robert 
Welch, of the Marine Corps Reserve, whose dad is J. A. Welch, v.p. 
of Crowell-Collier Pub. Co. The bridegroom recently returned 
from the South Pacific after 15 months’ service. The nuptials took 
place in the Brick Presbyterian Church on Park Ave., New York... 

Gone to his ranch in Arizona for his annual vacation: Bruce 
Barton, head man of BBDO.. . Returned to the agency’s New York 
headquarters after a junket around the country doing a job with 
distributors of Nehi’s Royal Crown cola: Sam Harned, v.p. and exec. 
on the account; Bill Pleuthner, recently elected a v.p.; Walter Tib- 

bals, of the radio dept.; George 

* Moses, copywriter; and Bill 

B ei Gardner, head of the outdoor ad 
dept. .. 

Genial Charlie Dudrap was 
literally showered with gifts 
from the Fawcett organization 
at the company’s 25th anniver- 
sary party at the Biltmore roof 
in New York, attended by more 
than 500 guests. The gifts to 
Charlie were in token of ap- 
preciation of a gang of years 
spent with the Fawcett outfit. 
Eliott D. Odell, Fawcett ad dir., 
was in fine fettle as was rhet- 
oric-slinging Tex O’Rourke. . . 

Edwyna A. Wachtel, asst. ad 
mgr. of Revlon Products Corp., 
New York, and last year’s win- 
ner of the scholarship award 
sponsored by the Ad Women of 
N. Y., has retired to private life 
as the wife of L. Klastorin. . . 
Benedict Gimbel Jr., pres. of 
Station WIP, Philadelphia, has 
returned to his office after a long illness. . . 

Capt. Wilbur Eickleberg, former mgr. of Station KFRC, San 
Francisco, and later Don Lee sales mgr. at KHJ, Los Angeles, was 
a recent KFRC visitor, en route to New York. He is on the Marine 
Corps public relations staff. . . A. McKie Donnan, of Brisacher, 
Van Norden & Staff, San Francisco, has been named a trustee of a 
non-profit civic corporation to develop plans for a world trade 
center being sponsored by the S. F. Chamber of Commerce... 

Top execs and key men from all departments of Zenith Radio 
Corp. were on hand at a dinner at Chicago’s Palmer House, March 
14, to welcome Henry Bonfig, former RCA v.p., who was recently 
named v.p. in charge of Zenith’s household radio division. . . 

Corp. George F. Brossart, former district mgr. of Crowell-Collier 
in Cincinnati, is recovering from wounds received in the battle of 
Cassino. . . Frank V. Webb, sales mgr. of KDKA, Pittsburgh, and 
his wife have adopted a baby girl whom they’ve named Mary 
Ann. . 


AT PICO PEAK—This action shot shows 

A. C. Ebbeson, ad manager of William 

Jameson & Co. division of Seagram Dis- 

tillers, getting away from it all on a 

slope in the Green Mountains of 
Vermont. 
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Names Hearst, Keeler 


David Hearst, son of William 
Randolph Hearst, has been named 
business manager of the Los An- 
geles Herald & Express. He suc- 
ceeds D. G. Keeler, business man- 
ager of the paper for the past 32 
years, who has been named to the 
new post of general manager. Mr. 
Hearst began his newspaper career 
in 1936 on the New York Evening 
Journal, joining the advertising 
= of the Herald & Express in 


Names Miss Pennell 


Ellen Pennell, formerly home 
economics director of the National 
Biscuit Company, New York, has 
been named director of the new 
home service department formed 
by Pillsbury Flour Mills Com- 
pany, Minneapolis. 


Buys Kissel Industries 


The West Bend Aluminum Com- 
pany, West Bend, Wis., peacetime 
maker of cooking utensils, has 
purchased the Kissel Industries, 
Hartford, Wis., as part of its pro- 
gram for postwar expansion. 


When an aviation maga- 
zine climbs into the circu- 
lation “stratosphere” — 
that’s important. Even 
more so is the rate of climb. 
From 64,490 in 1942 to 
191,939 in 1943—that’s 
the record of circulation 
gain for America’s fast- 
est-growing aviation 


magazine a 


THE MAGAZINE OF 
THE FLYING AGE 
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Corn Still Going 


to Hogs; Industry 


Facing Shutdown 


New York, March 22.—Once 
again the entire corn refining 
industry is threatened by a shut- 
down, with leading refiners report- 
ing that practically no corn is 
coming into the market. Corn 
Products Refining Company (Karo 
Syrup, Kre-mel, Mazola, Linit, 
dextrose), largest unit in the in- 
dustry, plans to close its Kansas 
City plant this week. Penick & 
Ford (Brer Rabbit molasses, Ver- 
mont Maid syrup, My-T-Fine des- 
serts), already has started to cur- 
tail its operations. Unless it gets 
some corn the company plans to 
close down completely by the end 
of this month. 

Industry spokesmen cite the 
same factors that were held re- 
sponsible last year, when condi- 
tions became so acute that many 
corn refining plants were com- 
pelled to shut down. Most impor- 
tant reason for the critical situa- 
tion continues to be price. At 
$1.17 a bushel it is more profitable 
for the farmer to use his corn 
for fattening his hogs than to sell 
it in the market. Unfavorable 
weather in a large section of the 
corn belt is another factor, making 
it extremely difficult for the 
farmer to move his corn, even if 
he wanted to. 

Although Pendleton Dudley, 
executive secretary of the Corn 
Industry Research Foundation, 
last year described the industry’s 
situation as “appalling,” its pres- 
ent condition is considered to be 
even worse. 


Affects Other Industries 


Unless the War Food Adminis- 
tration takes some definite action 
to relieve the serious corn short- 
age, not only will the highly 
essential corn refining industry be 
affected, but also the makers of 
breakfast cereals, industrial alco- 
hol, paper, and of numerous other 
items essential to the war effort. 

The shortage of corn jeopardizes 
sales of many products. Queried 
last year when the situation within 
the industry became aggravated 
by shortages, Morris Sayre, vice- 
president of Corn Products Refin- 
ing Company, told ADVERTISING 
AGE that if the same situation con- 
tinued the company might have to 
realign advertising policies for its 
numerous products. 

However, while the company 
in 1942 spent more than $1,500,000 
in major media, there was no 
etrenchment in its advertising 
appropriation last year, even 
though it was forced to shut its 
Pekin, Ill., plant, largest starch 
manufacturing unit in the world. 

The only heartening prospect on 
the horizon, according to industry 
spokesmen, is possible action by 
the War Food Administration, 
expected to be taken i. the next 
few days, to relieve the serious 
torn shortage. This action will be 
along the line recommended by an 
industry committee, calling for an 
order setting aside a certain per- 
centage of stocks entering country 
elevators for use in corn products 
manufacturing. 


Issues New Magazine 


“Personnel Digest,” a monthly, 
made its debut in March as the 
official publication of the National 
Association of Personnel Directors, 
hicago. It contains articles per- 
Zaining to industrial relations, with 
a special section set aside for ques- 
tions and answers. The editorial 
office is located at 1 N. LaSalle 
St., Chicago 2, Ill. 
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Names Anfenger 


Merit Clothing Company, May- 
field, Ky., has named the St. Louis 
Anfenger Advertising Agency, St. 
Louis, to handle the advertising 
of its Style-Mart clothes for men. 
National and trade publications 
will be used. H. Gifford Till is 
the account executive. 


McDowell Moves 


Charles McDowell, Advertising, 
has moved to the Statler office 
building, Boston. The telephone 
number is HUBbard 0674. 


q 


Ad Campaign to 
Seek Industries 
for Washington 


Seattle, March 21.—Stressing the 
slogan, “Washington—the State— 
Has Everything,” a national ad- 
vertising campaign will be 
launched next month in magazines 
and eastern newspapers by Wash- 
ington’s four principal electric 
companies to attract employment- 


giving industries to the state in 
the postwar period. 

Declaring that “Washington 
stands on the threshold of an un- 
limited development period,” 
Frank McLaughlin, president of 
the Puget Sound Power & Light 
Company, and spokesman for the 
cooperating power companies, said 
the advertising campaign will have 
a fourfold purpose: (1) to help 
those who now have jobs to keep 
them in the postwar period; (2) 
to create employment for return- 
ing war veterans; (3) to help busi- 
ness and industries retain and ex- 
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pand in the future the progress 
they have made; and (4) to avoid 
the possibility of many of its war 
industries becoming “ghost plants.” 
Publications to be employed 
include the Atlantic Monthly, For- 
tune, Harper’s, Manufacturers 
Record, Modern Industry, New 
York Herald Tribune and Times, 
Wall Street Journal, Washington 
Post, Detroit News and Chicago 
Journal of Commerce. In addi- 
tion, periodical mailings will be 
sent to a select list of 10,000 busi- 
ness and industrial leaders 
throughout the country. 


BEN WILLET 
Star of Union Oil’s 
“POINT SUBLIME” 
Mon. 8:30 to 9 p.m. 
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Sublime.” No wonder he’s smiling. His show has the highest Hooper rating of any re" 
gional show on the Pacific Coast. “Point Sublime,” until recently, was on one of the other 
major networks with a Hooper of 8.9 in the 4 regularly Hooper rated cities. In only 13 
weeks on Don Lee, same show, same cities— Hooper 12.4. 

With a 12.4 in Los Angeles, San Francisco, Portland, and Seattle, imagine the job this 
show is doing outside these cities, where Don Lee controls 60 to 100% of the tune-ins in 
many markets. (This fact was established by a recent 276,019 coincidental telephone sur- 
vey by C. E. Hooper). It just goes to prove what we’ve been telling you all along...a 
good show will reach more people on Don Lee than the same show on other networks. 
In fact, unless a show is broadcast on Don Lee it can’t reach all of the people on the 
Pacific Coast no matter how good it is. 


Lewis ALLEN WeEIss, Vice-Pres., Gen. Mgr. 
5515 MELROSE AVE., HOLLYwoop, CALIF. 
Represented Nationally by John Blair & Co. 


THE 


NATION’S 


THOMAS S. LEE, President 


GREATEST 


REGIONAL 


NETWORK 
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Todd IWewspaper 
Advertising to Be 
Placed by Durstine 


New York, March 21.—Todd 
Shipyards Corporation has ap- 
pointed Roy S. Durstine, Inc., to 
handle a special newspaper cam- 
paign beginning in April, with 
large space units carrying a new 
copy slant now being worked out 
by the agency. 

Last March Todd began using 
large newspaper space in cities 
where it has plants featuring pic- 
tures of its workers who have 


WANTED 


COPYWRITER 
FOR CHICAGO AGENCY 


Aggressive male or female copywriter 
wanted to fill important key spot in 
fast-moving Chicago agency. Must be 
above average and able to produce and 
erystalize basic ideas and copy for well- 
known national accounts. Excellent op- 
portunity that includes some _ contact 
work. Write full details in confidence, 
stating experience and salary desired. 
Send no samples. Box 4667, Advertising 
Age, 100 E. Ohio St., Chicago. 


close relatives in the armed serv- 
ices. In August it introduced a 
new element in its copy in the 
New York area, using a panel with 
a coupon appealing to men not 
already engaged in essential war 
work to apply for jobs with Todd. 
(AA, Aug. 30, °43.) 

Originally, general advertising 
was placed by J. Walter Thompson 
Company and then was switched 
to Wendell P. Colton Company, 
which also handles advertising in 
marine publications for the Todd 
Combustion Equipment Division. 
Colton will continue to handle the 
business paper advertising. 


Hill to Hydraulic 

Harvey J. Hill has resigned as 
account executive of Addison 
Lewis & Associates, Minneapolis 
agency, to become director of ad- 
vertising and public relations of 
Rodgers Hydraulic, Inc., Minne- 
apolis, maker of hydraulic presses. 


Logier Joins Walsh 

Theo Logier, formerly with R. C. 
Smith & Son Ltd., Toronto, has 
been named copy chief of Walsh 
Advertising Company, Toronto. 


Rationing Column Editor 
Gets Convincing Evi- 
dence of Morning Paper 
Following in Houston 
Homes 


The Editor of the Rationing Col- 
umn in The Houston Post aims to 
make his department interesting 
and, perchance amusing, as well 
as helpful to his questioners. 
Thereby hangs a dramatic demon- 
stration of morning paper reader- 
ship in Houston homes. 


A reader inquired what to do 
with a valuable but unpatriotic 
mother cat and three kittens who 
refused to eat horse meat, The 
editor answered that the only 
sure solution was to shoot the cat 
and drown the kittens, whereupon 
311 members of the Society for 
Prevention of Cruelty to Animals 
phoned to make sure such drastic 
advice would not be carried out. 
The Rationing Editor receives as 
high as 50 questions daily on ra- 
tioning regulations. 


The Houston Morning Post is 
read at home for several reasons. 
In Houston, the trip to work is 
not of paper-reading length. A 
few minutes by bus takes workers 
to any point in the city. Since 
The Post appeals to all ages, it 
usually stays at home. 


The only paper offering both 
Associated and United Press dis- 
patches and the recently added 
New York Times and Chicago 
Tribune News Services—25 of the 
most popular comic strips—an 
extra strong sports page—and well 
conducted columns covering the 
housewife’s many interests—these 
are among the reasons why Hous- 
ton Families read the Post. And 
why local business men who want 
to reach the family as a group 
bulk their advertising space in 
The Morning Post. 


Realizing that The Houston 
Market is different in morning 
paper readership, more and more 
national advertisers are buying 
The Morning Post. 


HOUSTON POST 


Is 94.6% Door Delivered or 
Mailed 


$260,000,000 CONSUMER 


REPRESENTED BY BURKE, KUIPERS & MAHONEY, INC. 


THE HOUSTON POST 


FIRST IN THE TEXAS MORNING FIELD 
IN CITY AND SUBURBAN CIRCULATION 


A MARKET that 
Has Arrived 


GOODS 
plus Great Industries 


Since 1850—long before oil— 
the least 10-year gain in pop- 
ulation was 31.5%; the highest 
111.4%. Thus the phenomenal 
growth of the Houston Market 
to the largest in The South is 
due to the regular and con- 
tinuous development of vast 
natural resources—not to tem- 
porary spurts and- booms. 


Today, the Houston area 
buys $260,000,000 worth of con- 
sumer goods, and the develop- 
ment of natural resources is 
only begun requiring huge 
quantities of capital goods. 


Get into this market of the 
future now! 


cash with order. 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 
All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


HELP WANTED 


ARE YOU HAPPY 
on the job? 


By our Genetic Technique Analysis we de- 
termine Native Abilities. Practical business 
acumen shows their proper use in the light 
of educational and experience background. 
The net result is job happiness. 

Write or phone for our free booklet, ‘‘How 
to Match Men and Jobs.”’ 

SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 
8 South Michigan preeme ANDover 3129 


0 
(Solid firms seeking sound men only are 
solicited 


MAIL ORDER OPPORTUNITY 
Man qualified to fill executive posi- 
tion being vacated by member of 
firm. Must be capable of assuming 


complete charge of mail order de- 
partment of well-established, fast- 
expanding Chicago concern of large 
resources. Must have sales promo- 
tion »ility, be adept at compiling 
attractive catalogues, making lay- 
outs, selling copy, buying printing. 
Position such as this rarely avail- 
able, Offers unusual opportunities. 
Permanent position, participate in 
profits. Interested only in efficient, 
energetic man capable of producing 
results. State reasons why you be- 
lieve you qualify for position. Give 
age, full experience, past earnings, 
and references. 

Box 4664, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


EXCEPTIONAL OPENING 
For an Associate Editor, by a na- 
tion-wide hotel trade publication. 
Prefer one familiar with today’s ho- 
tel operation. Must be draft exempt. 
Apply by letter stating background, 
experience and salary expected. 
Box 4661, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Manager for nationally 
operating cosmetic manufacturer. 
Must be capable correspondent, 
writer, idea producer. Location de- 
lightful small city. Write giving ex- 
perience. 

Box 4657, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


WRITER 
Is Your Hobby Verse Writing? 
Would you like to turn it into a vo- 
cation? Position on staff of large 
greeting-card concern open for per- 
son with ability to write salable 
verse. Excellent present and post 
war opportunity. Full salary while 
training. Send samples of work, 
either poetry or prose, when apply- 


ing. 

AMERICAN GREETING CARD 
PUBLISHERS, INC. 
1300 W. 78th St., Cleveland 2, Ohio 


HELP WANTED 
Small progressive firm manufactur- 
ing industrial instruments and con- 
trols needs man to establish Adver- 
tising Department. Initial efforts 
will be the preparation of catalogs, 
instructions, trade announcements, 
etc. Require experienced man with 
technical background. Unusual op- 


portunity. Starting salary depends 
on ability. 
Chas. H. Thompson 


Moore Products Co. 

H. & Lycoming Sts. 
Philadelphia 24, Pa. 
Midwest Advertising Agency needs 
man or woman by September that 
is good at finished catalog, broad- 
side and publication ad _ layouts. 
Ability to do lettering an _ asset. 
Must know reproduction process. 
Permanent position, unlimited op- 
portunity, attractive salary. Send 
complete information regarding your 

preference. 
Box 4644, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St. Chicago, Ill, 


Aggressive South Texas advertising 
agency serving regional accounts 
needs artist for visuals and finished 
art. Write confidentially outline of 
ability, past experience, age, salary 
expected and when available. If pos- 
sible, include engravers proofs of 
work (which will be returned). 
Box 4656, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
20 YRS. ADV. EXPERIENCE 


LAYOUT ARTIST—Splendid oppor- 
tunity for young man or girl to “go 
places” with long established adver- 
tising agency in Indianapolis. Real 
ability and ambition more important 
than long experience. Our accounts 
cover a widely diversified list of in- 
dustrial and consumer products ad- 
vertised in magazines, trade papers, 
newspapers and direct mail. Write 
fully and send samples, stating sal- 
ary desired. 

Box 4647, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED: Assistant Advertising 
Manager by rapidly expanding food 
products manufacturer; one fami- 
liar with chain store and super mar- 
ket merchandising. State age, edu- 
cation, experience, salary, draft 
aren, and other pertinent informa- 

on. 
Box 4660, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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HELP WANTED 
BUSINESS PAPER in service field, 
well established, national circula- 
tion, A.B.C., looking for man to take 
editorial responsibilities, and be- 
come general assistant to publisher, 
Headquartérs in Chicago. Excellent 
opportunity for development now 
and after the war. Permanent con- 
nection for right person. Give full 
particulars and photograph in first 
letter. Will return. 

Box 4655, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


SUCCESSFUL SALES EXECUTIVE 
MERITS HIGHER “CEILING” 


Starting His Twelfth Year With 
Same Pharmaceutical Company 


Pharmacy and 
ate. Thoroughly 
ing vitamins, 


pre-medical gradu- 
versed in market- 
endocrines, medical 
specialties and allied products to 
wholesalers, retailers and the hos- 
pital, dental and medical fields. 


Good public speaker. Exceptionally 
well qualified to train detailists and 
salesmen and assume complete re- 
sponsibility for successful execution 
of sales and advertising policies.” 
Age 42; married, two children; good 
health; English lineage; excellent 
references. As a preliminary to an 
interview, will you please address 
Box 4662, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


“Girl Friday” 
Advertising or Editorial Assistant. 
5 yrs. as asst. to adv. & promotion 
mer. 3 yrs. college. Exp. publicity 
writing, house organ. 

Box 4665, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Available—Market Research Analyst 
12 yrs. experience in market re- 
search analysis, more recent post- 
war planning. Surveys and sales 
analysis on industrial and consumer 
products, and their markets. Expe- 
rienced in closing accounts. 

Box 4658, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CASE HISTORIES of my copy and 
sales promotion show that most 
successful work was done on foods 
and other household products. Twelve 
years agency and ad department of 
large manufacturer. Plan, copy both 
space and script, layout roughs, 
talks before sales groups. Seasoned 
writer with broad background. Not 
in draft. Salary around $4,900. 

Box 4666, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BUSINESS OPPORTUNITY 
Opportunity for artist to open 
studio next door to Advertising 
Agency in midwest city of 230,000. 
Agency account alone will pay over- 
head and good income, City short 
of artists. Plenty of free-lance work 
available. Write for complete in- 
formation. 

Box 4645, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


WANT NEW YORK ADDRESS? 
Our High Class Mail Address Serv- 
ice forwards your letters, messages 
$2.50 monthly. CBS, 542 Fifth Ave. 


81.6% of Women 
Do Own Work, 


Survey Shows 


New York, March 21.—Although 
many homemakers are engaged in 
paid and volunteer war work out- 
side the home, 81.6% of American 
housewives are doing all their 
housework today. Some 14% have 
part-time domestic help, while less 
than 4% have steady assistance in 
the home, according to a survey 
on wartime household problems 
conducted by the Home Makers 
Guild of America. 

Sixty-one and a half per cent of 
the women questioned stated they 
do all their own laundry; 27.5% 
send part of the laundry out, 7.8% 
have a laundry woman come to 
the home, and 3.4% send out all 
laundry. 

More than 94% would like hints 


on how best to care for clothes 
to be laundered and how to get 
best results on laundry work. 
Most ironing is done at home, per- 
centages varying from 94.5% who 
iron all lingerie themselves, to 
62.5% who iron all shirts at home. 

The women consultants were 
asked whether they were having 
difficulty in getting clothing, 
draperies, etc., commercially dry 
cleaned, and 93.3% replied in the 
affirmative. 

Half the women questioned use 
a moth preventive in closets that 
are used daily, but 92.4% would 
like more information on how to 
moth-proof and protect clothing 
at home. 


Behymer in New Post 

Charles E. Behymer, formerly 
secretary of Evans - Winter - 
Hebb, Detroit, has joined Visual 
Training Corporation of the same 
city. 


Names Katz Agency 


The Lackawanna Railroad has 
appointed the New York office of 
the Joseph Katz Company to direct 
its advertising, effective April 1 
More than 100 newspapers will be 
used in on-line cities, with the 
campaign keyed to the railroads’ 
war job and conducted as part of 
the coordinated campaign in which 
several of the eastern railroads 
are participating. 


Will Air Reds’ Games 

Burger Brewing Company, Cin- 
cinnati, has contracted for exclu- 
sive broadcasts of games on the 
1944 schedule of the Cincinnati 
Reds. The broadcasts, originating 
with WKRC, Cincinnati, will also 
be aired over WING, Dayton; 
WPAY, Portsmouth; WHIZ, Zanes- 
ville; WLOK, Lima, and WIZE, 
Springfield. 
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Advertising Age, March 27, 1944 


mm | Postage Revenue 
= | Shows Extensive 
Gains for 1943 


(Continued from Page 1) 


Pwere available for the advertising 
jportions, reading matter that year 
)weighed 643,844,572 pounds and 
‘cost $9,682,566 in postage. 


Loss Marked Up 


Advertising portions of news- 
papers and periodicals of religious, 
educational, labor and fraternal 
organizations and _ philanthropic 
groups not subject to zone rates 
totaled 134,838,020 pounds, on 
which $2,027,320 was paid. Mr. 
Walker estimated that this special 
benefit meant a loss of $344,143 in 
revenue to the department. 

The report showed that 3,599 
second class publications had dis- 
continued during the year, leaving 
24,334 with second class status at 
the close of the year, a decrease 
of 1,503. Of 2,209 applications for 
second class privileges, 2,096 were 
favorably acted on and 113 denied. 


‘erm Mr. Walker said that a record 
Y Btotal of 32,818,261,854 pieces of 
- $2.00. Hmail had been handled during the 


year, weighing 3,291,346 tons, 
which was 2,700,628,394 more 
pieces than in 1942. Total reve- 
nue for 1943 was $966,227,288, 
compared with $859,817,490 in 
1942. The department showed a 
profit of $13,698,190 for 1943, com- 
pared with a loss of $14,132,881 the 
previous year. 


Pharmacy, Drug Industry 
Map Public Relations 


Members of the National Phar- 
macy Committee on Public Infor- 
mation decided last week to launch 
a public relations campaign de- 
signed to explain to the public the 
contributions of pharmacy and 
the drug industry to the nation’s 
health and well being. 

All segments of the drug trades 
and pharmacy will be invited to 
participate in the program, details 
of which have yet to be com- 
pleted. E. Walton Bobst, assistant 
to the president, Hoffman-La- 
Roche, Inc., is chairman of the 
seven-man all-industry committee, 
which has named the Fred Eldean 
Organization, New York public 


relations counsel, to handle the 
program. 
Sheldon to BSF&D 


Robert W. Sheldon, formerly 
production manager of Campbell- 
Ewald Company, has been named 
production manager of the De- 
troit division of Brooke, Smith, 
French & Dorrance, Inc., Detroit 
and New York agency. 


SALES PROMOTION 
MANAGER 


A great future confronts the 
man who fits into this position 
with an eastern manufacturer 
of small metal products. 


TODAY our production is de- 
voted entirely to victory. 


TOMORROW our sales efforts 
will be directed to manufac- 
turers of products in these 
fields — machinery, automotive, 
railroad, and electrical. 


We seek a man who Knows how 
to present an intelligent story 
through various media to de- 
sign engineers in these fields. 
This man must know good in- 
dustrial copy and the type of 
agency best suited. to this 
service. 


It is advisable that the man be 


technically trained or have 
many years’ experience with 
engineered products. He _ will 


dig out information about po- 
tential markets, then direct ad- 
vertising to these projects. 


If you see this as “the job” you 
are seeking, please write to us 
in detail regarding your expe- 
rience, education, age and per- 
sonal qualifications. We shall 
be glad to discuss the subject 
fully at an early date. Box 
4668, Advertising Age, 100 E. 
Ohio Street, Chicago 11. 


Ce = - 


Haverlin Named Station 
Relations Director 


Carl Haverlin, vice-president of 
Broadcast Music, Inc., has resigned 
to join Mutual Broadcasting Sys- 
tem, New York, as director of sta- 
tion relations. He succeeds Rich- 
ard F, Connor, who resigned this 
post in February. 

Charles W. Godwin, a member 
of the network’s station relations 
department who was named acting 
director when Mr. Connor left, has 
been designated as assistant direc- 
tor of station relations. 


Old-Line Retailers 
ShouldBeFavored, 
Radio Makers Told 


New York, March 23.—With the 
strong probability that radio set 
production will be restricted dur- 
ing the immediate postwar period 
by government regulations, the 
injection into the retail set-up of 
many newcomers can result only 
in still further diminishing the 
number of sets available per 


dealer, Charles Robbins, vice- 
president of Emerson Radio & 
Phonograph Corporation, recently 
informed members of the com- 
pany’s postwar planning commit- 
tee, which he heads. 

Pointing to the pent-up demand 
for radio sets and appliances 
which has resulted in attracting 
prospective dealers, many from 
unrelated fields, Mr. Robbins said: 

“I do not mean to imply that the 
radio industry should oppose free 
enterprise, but on the contrary, 
encourage it at the proper time, 
which is not immediately after 
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civilian radio sets are again manu- 
factured. In that period when 
demand will greatly exceed sup- 
ply, the available radios should 
be channeled to those dealers who 
have had a stake in this business 
for many years and who, during 
the war, have performed heroic 
duty in servicing radios and keep- 
ing them in use.” 

Mr. Robbins emphasized the im- 
portance of an immediate program 
for dealers to prepare their post- 
war sales plans by modernizing 
their stores and by training sales 
personnel. , 


OF COURSE WE’D RATHER YOU WOULDN'T 
CALL US IN THE MIDDLE OF THE NIGHT— 


... but if you've got worries, as a lot of advertisers have these days— 
and nights, go ahead .... Maybe you've noticed that getting a full sched- 
ule placed nowadays is a selling job—and you do the selling. There’s 
nothing deader than a modern dead line either, if you miss it... . Adver- 
tisers are demanding that the space they buy carry the best advertise- 
ments that can be produced. Advertising men are demanding the ultra from 
their staffs and their sources of supply .... and most of them want it now. 
Rogers knows a little something about this situation because they are 
engravers for hundreds of “big name” advertisers... Too much speed 
is not recommended for best results even with plenty of facilities, expe- 
rience and know-how, but Houdini wasn’t the only guy who ever performed 
the seemingly impossible. That same “know-how” reduces excessive speed 
to ‘‘getting-it-right-the-first-time”’. It also has a pleasing effect on cost—and 
peace of mind. That must be one reason you'll see lights burning in every 
department of Rogers’ plant from office to proofing room, every night... 
news of good performance travels fast among keen-minded advertising men. 


OGeERS 


ENGRAVI 


NG 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE «+ Phone CAL 4137 > 


CHICAGO, ILLINOIS 
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Says Advertisers 
Must Prepare for 


FM and Television 


New York, March 23.—Adver- 
tisers must meet the inevitable 
challenge of television and FM in 
the postwar world, Miller McClin- 
tock, president, Mutual Broadcast- 
ing System, said today. Speaking 
before members of the American 
Marketing Association at a radio- 
in-wartime session, Mr. McClin- 
tock stressed the fact that the 
importance of radio advertising 
will rise or fall in the future ac- 
cording to the service performed 
by all advertising, marketing and 
merchandising activities. 

“Advertising has proved a most 
potent influence in the stabiliza- 
tion of business in the trying days 
of the war,” he said. “This has 
provided a firm foundation for 
postwar development of advertis- 
ing in all media. There is every 
reason to believe that the eco- 
nomic needs of the postwar period 
will result in an era of very great 
expansion of advertising effort. 
Upon these assumptions rests the 


general conclusions with respect to 
the future of advertising in radio, 
frequency modulation and televi- 
sion. 

“The miracle of radio lies not in 
the things that are ahead but in 
the fact of radio itself. In a period 
of less than a quarter of a cen- 
tury it has grown from nothing 
into a $300,000,000 industry. It 
has proved its capacity to perform 
a public service and a_ business 
service which is unique in its 
character. Despite the glamor of 
frequency modulation and televi- 
sion, we should remember that 
they will srow only upon the same 
fundamentals which have made 
radio great. They are, in other 
words, not so much a change in 
the functions of radio advertising 
as they are in their qualities and 
capacities to serve more effec- 
tively.” 

Allen B. DuMont, newly-elected 
president of the Television Broad- 
casters Association and head of 
DuMont Television Laboratories, 
gave an authoritative analysis of 
the sight-sound medium, pre- 
dicting astounding and swift prog- 
ress in the field of television as 
soon as wartime restrictions are 
lifted. He stressed that the me- 


dium will benefit tremendously 
once the cloak of secrecy necessi- 
tated by military regulations is 
removed from the scientific re- 
search and technological improve- 
ments which may be applied to 
television. 


Chicago Photographers 
Plan Exhibit, Party 


The sixth annual show of the 
Chicago Photographic Guild will 
be held April 1-29 at the Art Cen- 
ter, 32 W. Randolph St. Galleries 
will be open daily, except Sun- 
day, from 10 a.m. to 6 p.m. and on 
Thursdays until 9 p.m. 

A special showing will be staged 
April 6 from 4 to 7 p.m. for mem- 
bers of the Chicago Federated Ad- 
vertising Club, with cocktails be- 
ing served by six of Chicago’s 
most beautiful models. 


Names Ackerman 


Harold Ackerman, a graduate 
electrical engineer, has been named 
head of the new office opened by 
Visual Training Corporation, De- 
troit, at 18 E. 41st St., New York. 
The telephone number is Lexing- 
ton 2-2069. 


@ Florence McKinney 


these days as Women’s: Editor of 


Kansas Farmer! She 
100,000 farm women 


For women and girls 


pigs—and keeping up 


These same Kansas farm women are 


displaying the same 
fortitude as did their 


some seventy-odd years ago when 
they helped conquer the prairies. 


KANSAS 


wartime responsibilities are myriad. 


shoes of the men who have gone to 
war. They are running tractors, 
milking cows, feeding chickens and 


has some job 


must counsel 
whose added 


“Advice on homemaking,” says Miss 
McKinney, “must be tuned to war- 
time conditions. Articles must be 
short and to the point. Pictures must 
tell a definite story, if possible, in- 


Women’s Editor of 
Kansas Farmer; 
Kansas born and educated; 
member of 
American Home Economics 
Association 


Editing For a Homemaker 
Who Is Driving a Tractor! 


stead of type.” 


are filling the 


homes. 
weekly. 


courage and 
grandmothers 


It is more than coincidental that ad- 
vertisers who would reach these 
busy farm women are using Kansas 
Farmer in ever-increasing numbers. 


FARMER- § 


CAPPER PUBLICATIONS INCTOPEKAW” 


As tangible proof that these busy 
farm women do take time off to fol- 
low Miss McKinney’s streamlined 
counsel are the hundreds of appre- 
ciative letters that reach her desk 


Extensive Savings 
Are Key to Future, 
Berkowitz Says 


Los Angeles, March 21.—The 
stupendous accumulation of sav- 
ings by American individuals “is 
the hope chest upon which busi- 
ness can pin its hopes and make 
its plans for the competitive sell- 
ing days ahead,” Mortimer Ber- 
kowitz, general manager of The 
American Weekly, told members of 
the Los Angeles Advertising Club 
at a luncheon here last week. 

“In that hope chest,” Mr. Ber- 
kowitz said, “is not only the money 
to start millions of purchases but 
also another major asset—buying 
confidence. This asset can start 
the clock of prosperity ticking. 
The sales’ job will be to sell the 
millions who own these liquid sav- 
ings to want the products business 
makes, and to specify the brands 
advertised.” 

The accumulation of savings by 
individuals was characterized as 
“the outstanding development of 
the past four years” by the 
speaker, who cited Treasury De- 
partment figures showing that 
these savings from 1940 to 1943 
totaled -$74,000,000,000. Of this 
huge amount, he said, life insur- 
ance accounted for 9 billions; sav- 
ings accounts 5; government se- 
curities 29; cash and checking 
accounts 30; and other sources, 1 
billion. 


Determining Factor 


“These savings,’ Mr. Berkowitz 
commented, “more than the in- 
come people received, will be the 
determining factor in making post- 
war sales plans. Savings are an 
accumulating command over fu- 
ture purchasing power and provide 
a backlog of means to satisfy our 
desires.” 

Discussing “Reading Habits and 
the War,” the executive said the 
American public, with more pur- 
chasing power available, is read- 
ing more newspapers, magazines, 
comics and books than ever before. 
Bible and religious book sales have 
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soared, he said, and last year’s 
trend toward “quickies” — light 
escape fiction—“is very definitely 
out now.” 

“A hundred million people read 
the comics—a popularity never 
before achieved by any form of 
reading matter,” he added. “They 
are first choice with the Army, 
Navy and Marines, with comic 
books at the post exchanges out- 
selling a group of five highly- 
popular magazines by 10 to 1.” 


YMCA Book Tells 
How to Employ 


Mail Promotion 


New York, March 23.— How to 
use letters in mail promotion of 
all YMCA programs is graphically 
shown in a 159-page book just 
issued by the national public rela- 
tions committee of the YMCA. 

Written by Homer J. Buckley, 
president of Buckley, Dement & 
Co., Chicago, and associates, the 
book, titled “Effective ‘Y’ Letters 
—How to Write Them, How to Use 
Them,” is designed as a desk tool, 
to be kept within easy reach by 
YMCA officials for frequent ref- 
erence. 


Gives Basic Facts 


Divided into nine chapters, the 
book gives basic facts about letter 
writing, tells how to build mem- 
bership and public relations by 
mail, how to use letters in keep- 
ing members interested, in resi- 
dence and camp promotion, and in 
money raising and collection ac- 
tivities. 

In the introduction, Mr. Buckley, 
for many years a lecturer on ad- 
vertising at the Chicago YMC, 


College, pointed out that the bodkK* 


is a compilation of the experiences 
of many successful YMCA people 
and the fruit of many informed 
discussions on “Y” letter writing. 
He added that it grew out of a 
Better Letters Seminar conducted 
by the Chicago YMCA in 1943 in 
cooperation with the national pub- 
lic relations committee. 


a BIG DIFFERENCE 


“Little Things That Make 


Newspaper Advertising” 


When the DOTS are right! 


A few dots more or less is a matter of personal 
choice when a man is selecting his necktie. But the 
number of dots safe for halftone mat reproduction 
is a matter of proved experience. For newspapers 
put your trust in a 60—65 line screen. With a 
photo or illustration made for this screen you’ll 
get good printing and everything the original con- 
tained . . . and none of the ink blots that give pro- 
duction men the “‘tear-sheet”’ blues. Any production 
problems bothering you? 
We'll be glad to give you 
the net of our experience 
if it will help. 


DIRECT PRESSURE MATS 


418 South Market Street, Chicago 7, Illinois 


Your name should be 
on our mailing list. 


STEREOS + ELECTROS 
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1944 Estimate of 
Family Economic 
Status Is Issued 


Movement into Higher 
Income Brackets Is 
Again Demonstrated 


New York, March 24.—As of 
Jan. 1, 1944, 8.3% of all families 
in the United States had incomes 
of $5,000 or more, according to the 
annual estimate of family distri- 
bution by income groups, compiled 
by Macfadden~ Publications and 
released today. In the $3,000- 
$4,999 group were 17.5% of all 
families; 30.6% were in the $2,000- 
$2,999 bracket; 29.5% were in the 
$1,000-$1,999 bracket; and only 
14.1% had incomes of less than 
$1,000. : 

When urban families alone are 
considered, the breakdown by in- 
come groups is as follows, accord- 
ing to Macfadden: $5,000 and over, 
9.4%; $3,000-$4,999, 19.7%; $2,000- 
$2,999, 34.1%; $1,000-$1,999, 26.6%; 
under $1,000, 10.2%. 


Estimated Decreases, Increases 


Estimating that as of Jan. 1 
there were 34,789,452 families in 
the United States, compared with 
34,855,452 on the previous Jan. 1 
the Macfadden estimate places 2,- 
900,072 families in the $5,000 and 
over class, an increase of 258,947 
since last year. It puts 6,070,542 
in the $3,000-$4,999 category, an 
increase of 677,384 since last year. 
In the $2,000-$2,999 bracket the 
estimate places 10,638,906 families, 
an increase of 798,470 over last 
year. There are 10,264,751 families 
in the $1,000-$1,999 bracket, a de- 
crease of 1,086,984 since last year; 
and in the under $1,000 class are 
4,915,181 families, a decrease of 
713,817 from last year. 

When urban families only are 
considered, the distribution by in- 
come groups looks like this: 


Number of Families Net 
Jan. 1,’43 Jan. 1,°44 Change 
$5,000 and 


OVOP wcces 1,771,386 
$3,000-$4,999 3,625,168 4,249,028 + 423,865 
$2,000-$2,999 6,447,024 7,008,723 +561,699 


$1,000-$1,999 6,261,617 5,467,215 —794,402| fe 


Under $1,000 2,492,230 2,096,451 —395,779 


Total ....20,597,420 20,553,440 

“The movement upward in in- 
come groups is shown to have con- 
tinued during 1943, but at a lesser 


- rate than in 1942,” Everett Smith, 


director of research for Macfadden, 
declared in releasing the figures. 
“From December 1942 to De- 


cember 1943, total national income be 
payments increased 22.8%, reach-| © 


ing a total in 1943 of approxi- 
mately 142 billion dollars. 
and salary payments accounted for 
70.9% of the total, amounting to 


100.6 billions, as compared with| 
Dividends | © 
and interest dropped to 6.9% of| @ 


79.9 billions in 1943. 


the total national income, although 
increasing somewhat in amount. 


A BIG HELP 
ON YOUR | 


SOUTHERN IRIP 


Here are seven Southern cities where you can 
always be sure of a good, comfortable, friendly 
hotel. Make your reservations in advance. 


ATLANTA, GA. 
THE ANSLEY 


BIRMINGHAM, ALA. 
THE TUTWILER 


NASHVILLE, TENN 
THE ANDREW JACKSON 


GRESEEL Os N. C. 
E 0. HENRY 


MONTOOMERY, ALA 
THE JEFFERSON DAVIS 


SAVANNAH, GA. 
THE SAVANNAH 


NEW ORLEANS, LA. 
THE ST. CHARLES 


DINKLER HOTELS 


CARLING DINKLER, PRES. 


3000 ROBMS in SOUTHERN HOTELS 


1,932,023 +160,637| je 


Wage x 


—_ 


As for entrepreneurial income, net 
rents .and royalties, these pay- 
ments showed a slight decrease in 
per cent of total national income, 
but increased considerably in 
amount, from 23.1 billions to 27.8 
billions. The average family in- 
come increased from $3,315.08 in 
1942 to $4,071.10 in 1943.” 


Form Akron Agency 


Dr. Warren W. Leigh has re- 
signed as special assistant to the 
WPB deputy rubber director to 
join Ralph C. Busbey in organiz- 
ing Busbey & Leigh, management 
consultant, with offices at 316 
Water St., Akron, O. Dr. Leigh 
was formerly professor of busi- 
ness administration at the Univer- 
sity of Akron, and Mr. Busbey is 
head of the Busbey Advertising 
Agency, Akron. 


New Louis Philippe 
Drive Opens in May 

The House of Louis Philippe, 
division of Affiliated Products, 
Jersey City, will launch a nation- 
wide drive for its cosmetic prod- 
ucts in 10 magazines with regu- 
larly scheduled insertions varying 
from two-column black and white 
ads to half-page, two-color ads 
beginning with May issues. 

Coincidental with this campaign, 
special ads for a new, large-size 
Angelus cake makeup retailing at 
97 cents will be featured. Erwin, 
Wasey & Co., New York, handles 
the account. 


T. P. Barry Promoted 


T. P. Barry Jr., assistant sales 
manager of the Gillette Safety 
Razor Company, Boston, has been 
named sales manager. 


Industrial Tape 
Releases Two 


New Campaigns 


New Brunswick, N. J., March 23. 
—lIndustrial Tape Corporation has 
released two new campaigns for 
its Texcel cellophane tape and 
Permacel industrial tapes, starting 
with April issues of national mag- 
azines and business and industrial 
publications. 

Employing four-color cartoon 
illustrations and verse-style copy, 
Texcel advertising will appear in 
14 national magazines and a list 
of business papers on a once- 
monthly basis for the remainder 
of the year. 

The drive for Permacel tapes, 
used for industrial purposes, is 


scheduled to appear in black and 


white pages in about eight indus- 
trial and executive-type publica- 
tions, with copy in the form of a 
quiz on wartime short-cuts useful 
for peacetime production, the 
answers showing the diverse appli- 
cations of Permacel in varied in- 
dustries. 

Kenyon & Eckhardt, New York, 
is the agency. 


G. L. DeBeer Advanced 


George L. DeBeer, advertising 
director for the past five years, 
has been named head of the foot 
products department of Bauer & 
Black, Chicago, division of the 
Kendall Company. He will direct 
sales and merchandising of the 
division’s Blue Jay foot products. 
George Percy, formerly assistant 
divisional manager, has been 
named advertising director. 
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Our congratulations to the 
other recipients of this 


THE A\LFRED. I DUPONT RADIO AWARD 


FOUNDATION HONORS 


WMAZ 
MACON, GEORGIA 


Dominating Middle Georgia 
Represented by THE KATZ AGENCY 


“WMAZ, MAcon, GA. 


and 


” For Loyal, Devoted 


Service to the Nation 


it serves.” 


to the Community 
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Deductions for 
Advertising Win 
Truman's Approval 


(Continued from Page 1) 


and since they are not escaping a 
high excess profits tax from war 
business which they do not have, 
“their only reward lies in the fact 
that they have performed a worthy 
act which most of the public will 
recognize.” 


Can Serve Double Purpose 


A second class, he said, is the 
prewar manufacturer of civilian 
goods, now wholly or partly con- 
verted to war work. These firms 
must keep their names and the 
merits of their products before the 
public—a necessary expense like 
_ keeping a head of steam in a ship’s 
engines while the vessel is tied up 
to the dock—anut “it is only fair 
that the corporation be allowed to 
maintain a reasonable volume of 
advertising which should be 
charged as expense.” In many 
instances this advertising can be 
tied with government campaigns, 
and serve a double purpose, he 
said. 

Finally, Sen. Truman declared 
there are the corporations which 
had no extensive business before 
the war, but which have built 
huge plants at government ex- 
pense. “Since these corporations 


have no established markets or 
products which they must protect, 
any advertising which they may 
be permitted to charge as expense 
before taxes is for the sole pur- 
pose of creating postwar good will 
and markets and constitutes an 
additional gain or benefit from the 
war that could in some instances 
be of greater than dollar value.” 


Go Unreasonable Lengths 


While it can be argued that 
these firms will need assistance in 
establishing good will and markets 
for future products, he continued, 
it could also be argued that they 
should be given working capital, 
tools and facilities at the tax- 
payer’s expense, “thus placing 
them with no contribution of their 
own into unfair competition with 
established businesses that have 
grown through the risk and in- 
vestment of actual capital.” 

Sen. Truman said he believed 
that some limitation could be put 
upon the extent to which corpora- 
tions of this third class may be 
allowed to charge advertising to 
cost against their profit. “I am 
also of the opinion that many such 
corporations have, already gone 
considerably farther than what 


may be considered reasonable 
limits,” he said. 
NEA, Ad Group to Meet 


The National Editorial Associa- 
tion will hold its annual meeting 
June 22-24, in the Schroeder Hotel, 
Milwaukee. Sessions of the News- 
paper Advertising Service, Inc., 
NEA affiliate, will be held at the 
same time. 


ress, The Diary o 


ks can be p 
each advance 


autographed. 


Please reserve for me 


at $3 each, postpaid. 


How to Get an Especially 
Autographed Copy of the 


DIARY OF AN AD MAN 


One of the most popular features ever run in the advertising 

P xn Ad Man," is being put into permanent 
iorm—into a book which will be not only a complete file of all 
the Diary entries which have been published, but also a beau- 
tiful example of typography and book-styling, in keeping with 
the interest of the material and the eminence of its author. 


The Diary contains interesting and experienced bits of adver- 


fine example of copy style to which anyone writing advertising 
copy can turn frequently for inspiration and samples of free- 


SEND 

Y oO U R tising wisdom and a mature outlook on life in 
O R D E R flowing, easy style. 

T Oo D A Y The paper situation 


uced. 
help us gauge the demand, the author has agreed to autograph 

copy ordered before publication. Use the coupon 
to make sure t you will get a copy, and one which is 


ADVERTISING AGE, 100 E. Ohio St., Chicago, || 


In consideration of this advance reservation, my 
copy is to be personally autographed by the author. 
in full payment; or bill me for this order on date of publication 


eneral. It is a 


is such that only a limited number of 
Fewer still can be autographed. To 


copies of DIARY OF AN AD MAN, 


t enclose §.........- 


S. E. Thomason, 
‘Chicago Times’ 
Publisher, Dies 


Tampa, Fla., March 22.—Samuel 
Emory Thomason, publisher of the 
Tampa Tribune and founder and 
publisher of the Chicago Times, 
tabloid daily which he launched 
Sept. 3, 1929, died here Monday 
of a heart ailment. 

Death of the 61-year-old pub- 
lisher came unexpectedly, although 
he had entered a Tampa hospital 
for treatment last week. He had 
come here for a rest in January 
and was planning to return to 
Chicago next month. Mr. Thoma- 
son was first stricken last No- 
vember, while enroute to Chicago 
from Washington, D. C., where he 
had attended a meeting of the 
WPB newspaper industry advis- 
ory committee. Following treat- 
ment in a Cumberland, Md., hos- 
pital he had come to Tampa and 
his general condition -was believed 
to be improving. 

Mr. Thomason, a Northwestern 
University law graduate, early in 
1909 joined the law firm of Shep- 
ard, McCormick, Thomason. This 
firm later became Shepard, Mc- 
Cormick, Thomason, Kirkland and 
Patterson, which in 1912 became 
legal counsel for the Chicago 
Tribune. 


Named General Manager 


From this association grew the 
publisher’s connection with the 
Tribune, which he joined in June, 
1918. In 1919 he was appointed 
vice-president of the Tribune com- 
pany and in 1924 was named vice- 
president and general manager in 
charge of all business departments. 

In 1927 Mr. Thomason resigned 
from the Tribune to purchase the 
Tampa Tribune in partnership 
with John S. Bryan, . Richmond, 
Va., publisher. In the same year 
the two associates bought the 
Record, Greensboro, N. C., but 
they sold this publication three 
years later in order to devote more 
time to their other interests. 

The Chicago Journal moved 
under the Thomason-Bryan tent in 
May, 1928, with Mr. Thomason 
remaining editor and publisher 
until its name and circulation were 
sold to the Chicago Daily News in 
August, 1929. The following 
month, Mr. Thomason, retaining 
the Journal publishing plant, news 
service and personnel, brought out 
the Times—first tabloid in a city 
accustomed to standard size news- 
papers. — 


Circulation Grows 


The first day’s circulation hit 
246,000. It tapered off, of course, 
but never dropped to the 100,000 
floor which Mr. Thomason ex- 
pected, and it now exceeds 400,000. 

Defending the modern tabloid 
format, the energetic founder 
remarked succinctly that “size 
doesn’t denote content or charac- 
ter.” He believed a tabloid could 
present the news, and plenty of 
pictures, in bright, entertaining 
style, and still be “clean.” 

Mr. Thomason, president of the 
American Newspaper Publishers 
Association from 1924 through 


1926, was recognized as a friend 
of labor and settled a long-stand- 
ing controversy with the Interna- 
tional Typographical Union by 
winning a contract providing for 
arbitration of disputes between 
publishers and printers’ chapels. 
He had been president of the Chi- 
cago Newspaper Publishers Asso- 
ciation since 1930. 

Funeral services for the Chi- 
cago publisher were held here this 
afternoon. The body was to be 
taken to Chicago later for memo- 
rial services and burial there. 


THOMAS G. McREYNOLDS 


Toronto, March 21.—Thomas G. 
McReynolds, 33, who joined the 
Toronto staff of Young & Rubicam 
Ltd. just a month ago, died March 
16 after a brief illness. He pre- 
viously was connected with the 
advertising and sales department 
of Colgate-Palmolive-Peet Com- 
pany Ltd., Toronto. 


JOHN P. PATTERSON 


Miami, Fla., March 21.—John P. 
Patterson, 69, president of Norris- 
Patterson Ltd., Toronto agency, 
died here March 19. Mr. Patter- 
son worked on the Toronto Mail & 
Empire and the Sun, St. John, 
N. B, and in 1911 joined the ad- 
vertising agency of Woods-Norris. 
Two years later the agency name 
was changed to Norris-Patterson 
and in 1914 Mr. Patterson became 
president and general manager. 


OLIVER B. MERRILL 


Summit, N. J., March 22.—Oliver 
B. Merrill, 74, New York advertis- 
ing consultant, died in a hospital 
here today. Mr. Merrill was adver- 
tising manager of Youth’s Com- 
panion from 1903 to 1929, when he 
joined the advertising staff of 
American Boy. He subsequently 
served in an advertising capacity 
with Pictorial Review and the Na- 
tional Independent Broadcasters of 
New York. He established his own 
business in 1935. 


GORDON D. COOK 


Bronxville, N. Y., March 23.— 
Gordon D. Cook, vice-president in 
the New York office of Roche, 
Williams & Cunnyngham, died to- 
day in Lawrence Hospital after a 
week’s illness. Mr. Cook began 
his advertising career in Chicago 
and Detroit, moving to New York 
15 years ago to join the promotion 
department of the World. He was 
a vice-president in the New York 
office of Stack-Goble Advertising 
Agency, and when it closed its 
New York branch in June, 1942, 
he moved over to Roche, Williams 
& Cunnyngham in a similar ca- 
pacity. 


L. F. BARNARD» 


Boston, March 23.—Leslie F. 
Barnard, 53, New England man- 
ager of the Hearst Advertising 
Service, died yesterday at the 
Cambridge hospital. He had been 
a member of the Hearst organiza- 
tion for 23 years. 


Gum, Inc., Changes Name 


Gum, Inc., Philadelphia, maker 
of chewing gum, has changed its 
name to Bowman Gum, Inc. 
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American Airlines 
Buys Control of 
Export Airline 


New York, March 22.—An agree- 
ment has been signed under which 
American Airlines will acquire 
control of American Export Air- 
lines for $3,000,000, subject to the 
approval of the Civil Aeronautics 
Board, it was announced today by 
A. N. Kemp and W. H. Coverdale, 
presidents of the lines. 

Applications were made imme- 
diately to the CAB for approval of 
the transaction. As soon as it is 
obtained and additional equipment 
is available, plans will be put into 
operation for the further develop- 
ment of American Export’s trans- 
atlantic service. 

Both airlines have campaigned 
actively in behalf of freedom of 
competition in the international air 
transport field after the war, and 
have joined with 15 other domestic 
airlines in opposing a “chosen in- 
strument” to represent the Ameri- 
can flag in competition with for- 
eign flag lines. 

The $3,000,000 is to be paid into 
American Export’s treasury in ex- 
change for treasury stock, and will 
provide funds for expansion in the 
international field. The American 
Export petition to the CAB asks 
approval of the plan also as a 
means of ending control by the 
steamship company, to comply 
with a CAB order issued last year. 


Carr Predicts 
Postwar Use of 


Institutional Ads 


New York, March 22.—Labor- 
management committees and in- 
stitutional advertising “are here to 
stay,” and both may well play 
important roles in the postwar 
future of industry, Charles C. Carr, 
director of public relations, Alumi- 
num Company of America, said 
today at a luncheon meeting of 
the New York Financial Adver- 
tisers. 

Although both these develop- 
ments have reached importance 
only since the war, each may have 
a direct effect on the sales and 
popularity of products in the com- 
petitive postwar period, Mr. Carr 
declared. He said he could “even 
visualize labor-management com- 
mittees having as one of their 
major objectives the popularizing 
of the company’s product.” 

Discussing the postwar outlook, 
he said that keeping abreast of the _ 
trend of the times and fitting a 
public relations program to the 
shifting national and international 
scene is the broader task all com- 
panies must embrace. 

“Advertising space, used wisely, 
is one of the most important of 
the many tools with which public 
relations people work,” he con- 
tinued, predicting “bigger budgets 
for public relations, advertising 
and sales promotion after the 
war.” 


March 8 Dailies to 


Be Judged in Contest 


Publishers of English-language 
dailies in the United States have 
been invited to enter issues of 
their March 8 papers in the 14th 
Annual Exhibition of Newspaper 
Typography sponsored by N. W. 
Ayer & Son, Philadelphia. The~ 
March 8 publication date of all 
entries was selected by lot among 
the week-days in a period of 
which the publishers were ad- 
vised in advance. 

Deadline for entries is March 31. 
They will be judged at the Ayer 
Galleries in Philadelphia, April 20. 
The F. Wayland Ayer cup will be 
awarded the newspaper judged 
best in typography, presswork and 
makeup. The cup must be won 
three times for permanent posses- 
sion. 


Seeks FCC Permits 


Westinghouse Radio Stations, 
Inc., has filed television license 
applications with the FCC for 
transmitters in Boston, Philadel- 
phia and Pittsburgh, intending to 
add to its present broadcasting ~ 
facilities in these cities new tele- 
vision stations when conditions 
permit. 


ia: el it 


ie | a - 
= | po Po Xp 
a on 
- | | 
— | ee to se 
_ _ titian 
‘ie abroa 
ps Th 
oa of go 
cia ee | orgat 
a forei; 
se urgir 
si ment 
se ee ment 
or the | 
cians worl 
- Ca 
— . expl: 
rT a are 
- | traffi 
Ps SC | nece 
re for 
sii pron 
oe flow 
ee Sr 
a lunc 
a Adv 
Ne thre 
a the 
a | lien 
: % ee | duct 
<i —— thei 
to I 
witl 
‘we 
| | that 
F ‘ ' | 
mat | 
> 
_ 
oe 
= scene | Pe 
a 3 Ln tn, OE! Ee ee ee er rrr 
ah pee Ie : 3 eM A gh a MG Be gk a Rel ceede Pnner ee igs eS ae 
Tew We QRPORATION 1 in 
: Ty : 
" FAITHORN ———a | Pie 
| mPLET THE fy 3% aan: ys , 
7 > cae CENTER Of cy FOR. = THE . 
Py oN A pistRic UY nan ae aS Buse 
PIS: nG « PRINTING tis, BO BEES A eee j 
Be eerie AD-SETTING * enGcRravi a Se ae 
ie - ; an i™= .. Fy Z a : 
es wes eee |. ft NE ee 
s j THIET TWiT f ae ‘ ‘ a fed, WER 
, ) 1, WL —_ " Civaeee ices 7 A | ee 
" 4.2300 02~=Cld|s sas A re ee oo | 
a. | WHITEHALY . ; s Og . L sh . £ me ene ij : ms et ny Ne 
ee At is ee 
os Selle es eek SD ie, ¢ — st. 
= * ~~“ - tate 7 » = a - ae sa é & 2 es zz ef 
= re” ; ; ? ~ SS M ‘ is pat rs 7 ie ie ie i i we, % - Ra a ; t 


1944 


aes 


: Export Managers 
1 Oppose Controls 


ee at 


=. eo we Aaa 


ed Leen 6 > es 


on Foreign Trade 


(Continued from Page 1) 
to serve free enterprise in compe- 
titian with controlled economies 
abroad.” 

The trend abroad is toward use 
of government controls and group 
organizations in the conduct of 
foreign trade, Mr. Young declared, 
urging exporters to use the instru- 
ments of government to supple- 
ment business methods in coping 
with such practices and insuring 
the nation’s full participation in 
world trade opportunities. 

Care must be taken, Mr. Young 


_ explained, to see that barricades 


are not placed across the main 
traffic arteries, but that does not 
necessarily preclude some system 
for directing traffic which may 
promote rather than hamper the 
flow of commercial trade. 


Urges Quick Action 


Speaking at the advertising 
luncheon sponsored by the Export 
Advertising Association, one of 
three separate group luncheons at 
the first day’s session Tuesday, Ju- 
lien Bryan, lecturer and film pro- 
ducer, admonished exporters to 
take off their coats and roll up 
their sleeves for immediate action 
to promote better trade relations 
with Latin America, asserting that 
“we stand a good chance of losing 
that market in the forthcoming 


competition with other countries in 
the postwar period.” 

The Latin American market can 
not be regarded as a one-sided 
proposition, Mr. Bryan said, em- 
phasizing the importance of two- 
way trade developments through a 
more intimate understanding be- 
tween exporters here and their 
customers in foreign markets. 

Ray Maley, Australian war cor- 
respondent, told the export adver- 
tisers that any increase in postwar 
trade between the U. S. and Aus- 
tralia is dependent on the solution 
to that country’s three major post- 
we> problems: rehabilitation of 
800,000 men in the armed forces; 
reconversion of wartime indus- 
tries; and disposal of war-bred in- 
dustries established to produce 
goods that could not be imported 
due to wartime conditions. 

When these problems have been 
solved, Mr. Maley continued, plans 
for extended trade relations be- 
tween the two countries can be 
anticipated. However, he added, a 
relaxation of existing prewar trade 
barriers must take place in order 
to create normal trade intercourse. 


Asks Export Figures 


Franklin Johnston, publisher of 
American Exporter, severely criti- 
cized the export control organiza- 
tion in Washington, D. C., for its 
present practice of withholding ex- 
port statistics. The entire hush- 
hush policy by Washington is 
“folly,” Mr. Johnston said. 

Dr. Amos E. Taylor, director of 
the Bureau of Foreign and Domes- 
tic Commerce, told the group that 
publication of foreign trade statis- 
tics, frequently requested by ex- 
porters to aid in conducting busi- 


ness and planning future sales 


FACILITIES 


spot" in its production 


PUBLICATION PRINTING 


A well-established printing plant, with com- 
plete, modern composing room, pressroom, 
bindery and mailing department—specializing 
exclusively in publications—now has an “open 


This plant is located in a small city in the Mid- 
west, with overnight mail service to both New 
York and Chicago, and produces publications 
monthly for publishers in both cities. 


If you are a publisher of a class, business or 
industrial publication with a run of from 3,000 
to 30,000, and are interested in getting com- 
plete high quality production on time, even in 
these chaotic times, your inquiry is solicited. 
Address Box 4663, Advertising Age, 100 East 
Ohio St., Chicago 11, Ill. 


AVAILABLE 


schedule. 


campaigns, will be resumed in the 
near future to a limited extent. 
Wilbert Ward, vice-president, 
National City Bank, at a luncheon 
session devoted to postwar foreign 
trade, said that about $16,200,000,- 
000 in exchange reserves and buy- 
ing power is in _ possession of 
other countries and expected to be 
available for the purchase of im- 
ported goods after the war. 

“T don’t know how anyone can 
help feeling optimistic, for a short- 
term boom at least,” he said. 


Cites Britain’s Importance 


Another speaker at this session, 
C. A. Richards, director, Interna- 
tional division of Interchemical 
Corporation, said the war has 
opened new markets and U. S. 
products have been improved con- 
siderably, a factor which “will as- 
sist us in foreign markets.” Great 
Britain has always been this coun- 
try’s best and biggest customer, 
Mr. Richards said, and as a com- 
petitor has played more fair than 
any other nation, adding that it 
will continue to play a major role 
in our foreign trade. 

Although buyers in Latin Amer- 
ica will again turn to U. S. mar- 
kets as soon as goods are available 
and shipments can be made, “we 
should not expect any great volume 
of trade to develop over night, 
even though they have cash dollars 
with which to purchase, since con- 
trols to check excessive imports 
and possible deflation will be exer- 
cised wherever it is thought neces- 
sary,” Joseph W. Rowe, vice-pres- 
ident, Irving Trust Company, said. 

Asserting he saw no great ex- 
pansion of industry in the Latin 
American countries he recently vis- 
ited, except in Mexico, Mr. Rowe 
said war conditions have militated 
against imports of industrial equip- 
ment. Everywhere, he said, there 
is concern over a too rapid conver- 
sion from a war to a peace econ- 
omy in the great industrial nations, 
and of an unduly rapid release of 
the brakes which are effective to- 
day. 


Sees Many Problems 


William P. Witherow, chairman 
of the executive committee, Na- 
tional Association of Manufactur- 
ers, and president of Blaw-Knox 
Company, Pittsburgh, declared 
that if the U. S. is to engage suc- 
cessfully in postwar world trade, 
it will first have to find the an- 
swers to many grave problems 
affecting the resumption and ex- 
pansion of such business. 

“Because of the British Empire 
preference arrangements set forth 
at Ottawa, and from unmistakable 
trends seen in other nations, the 
U. S. may find itself in the eco- 
nomic seas of cartelized industries 
and government-subsidized compe- 
tition,” Mr. Witherow declared. 

Another problem, he said, is the 
likelihood that other nations, in 
the attempt to develop their own 
self-sufficiency, will close their 
markets as best they can to Ameri- 
can goods. 


Must Overhaul Laws 


“Unless we overhaul our mari- 
time laws, the American merchant 
marine is doomed to sprout sea- 
weed whiskers and barnacle bot- 
toms in some new version of Hog 
Island or Brooklyn’s ‘rotten row,’ ” 
Mr. Witherow continued. 


“The U. S. will end this war an 


overbalanced creditor nation,” he 
said. “It will be difficult for us to 
develop export markets because it 
will be difficult for other nations to 
buy from us and pay for what they 
buy, even if they want our goods. 
“Wartime development of sub- 
stitute products for some of our 
most important prewar imports is 
another factor. Synthetic rubber is 
an example. Certainly this critical 
industry, arising from the necessi- 
ties of war, cannot be scrapped or 
hamstrung. On the other hand, ex- 
pansion of war-born industries in 
peacetime operation will make it 
still more difficult for foreign na- 
tions to pay for our products.” 


Problems Present Challenge 


These problems, and many 
others, said Mr. Witherow, present 
a great challenge to Americans 
concerned with postwar interna- 
tional trade. 

“A little less governmental ma- 
nipulation; a little less scheming 
and conniving; a little less political 
legerdemain; that is very likely the 
basic answer to a full measure of 
economic trade and cooperation 


aa 


after the war,” Mr. Witherow said. 

Predicting keener postwar com- 
petition in export trade after the 
war from Great Britain, W. A. 
Mitchell, vice-president, J. P. 
Morgan & Co., asserted that “it 
should be a healthy competition 
and a stimulus to our efforts.” 

He advocated that small Ameri- 
can manufacturing exporters en- 
list the cooperation of the Export- 
Import Bank, rather than attempt 
the formation of any such private 
institution, which had an unsatis- 
factory history after the first 
world war in trying to provide 
long-term credits to foreign 
customers. 

William E. Knox, assistant gen- 
eral manager, Westinghouse Elec- 
tric International Company, prin- 
cipal speaker at the second day’s 
luncheon session, proposed that a 
nonpartisan American Export-Im- 
port Board of Trade be formed to 
help solve foreign trade problems. 

“What we are lacking,” he said, 
“in meeting foreign trade condi- 
tions realistically is a responsible, 
not an advisory, tie between gov- 
ernment and private enterprise.” 
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@ Rising above the plains of Port Neches, near Beau- 
mont, is one of the world’s largest collections of 
outsize distilling apparatus. This huge plant will 
produce enough butadiene to make approximately 

000 tires a year, while at the same time 

producing countless gallons of high octane gaso- 

line and other petroleum products for war and 
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Our advertising salesmen can hardly keep from laughing in a 
space buyer’s face when he says, “The client and I don’t like 
your politics.” 


Our fellows feel like asking him, “By the way, what is our 
politics today?” 


The TIMES is an independent paper. Its politics are subject 
to change without notice when the facts and the interests of 
the whole American people warrant. 


We happen to have had Democratic leanings since we started 


15 years ago. Yet, we think the Democrats make plenty of 


mistakes. The Republicans have made their mistakes more 
often. 


And if any political Monday quarterback holds that honest 
analysis against us, let him talk to a competent practical 
Republican politician and learn how right we have been. 


The TIMES politics is the people. We know the people of 
Chicago better than any other paper in this town. 


That’s one reason why The TIMES has made itself a solid suc- 
cess in the toughest years American newspaper publishing 
ever has seen. 


Our own people pushed The TIMES through the hard lean 
days. More than 55% of our stock is owned by men and 
women working on the paper. They know that when all the 
advertisers and space buyers get real smart, mailmen are go- 
ing to wear their shoes out bringing dividend checks to the 
people who saw The TIMES merit and got aboard. 


So don’t fret yourself into nervous indigestion and out of 
advertising returns worrying about The TIMES politics. How 
you vote is your own business, like your religion. How our 
politics is depends on who we think is doing the best job for 
the whole country. 
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PLANNING AHEAD—Canada Dry Ginger Ale's postwar plans call for con- 

struction of 10 new plants, which will incorporate the most modern facilities 

for production, warehousing and distribution of the company's products. Dis- 

cussing details of the scale model, displayed recently at the company's annual 

sales convention in New York are, left to right: J. L. Murphy, vice-president 

in charge of production; Roy W. Moore, president, and W. M. Collins, vice- 
president in charge of sales. (Story on Page 36.) 


WLW REWARDED—At the 2nd annual Alfred |. duPont award presentation 

ceremonies in New York, R. E. Dunville, left, vice-president of Crosley Corp. 

and assistant general manager of WLW, accepts the award for "outstanding 

and meritorious service in encouraging and developing American ideals of 

freedom," with Mrs. duPont, widow of the financier, and Frank E. Mullen, NBC 
vice-president, looking on. 
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THE NAME TO REMEMBER IN 


pp pe 
When You Travel, You're Judged By The Luggage You in 


POSTWAR TRAVEL—In behalf of the entire luggage industry Wheary, Inc., 

sRacine, Wis., is selling the idea of postwar travel in this full-page color ad. 

The copy illustrates models that will be available when production is resumed. 
MacDonald-Cook Co., South Bend, is the agency. 
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FASHION PIECE—P. Ballantine & Sons’ 

new display, lithographed in color, fea- 

tures a beauty dressed in the latest 

fashion and the inference is, of course, 

that she reflects good taste from head 

to fingertip and the glass of Ballan- 
tine. 
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NEW NAME—Current magazine copy 

for Bristol-Myers’ Trushay lotion car- 

ries a footnote reminding women that 

the product, formerly called Toushay, 

has a slightly different spelling, but is 

“the same —> ‘beforehand’ 
lotion.” 
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Hathicrathers is the world’s lengest ithe: only because of the limitations of travel and communications, 
eve monvlecirer of short wow roto : ° 
comeusications equipment. © Today. Just as the rapid development of air travel made the world 
Molle raken is eagaged is wor produc ce 
tion only. the lit enchenive radio man _ smaller, 90 is radio breaking down the traditional barriersof | 
visctore: to recere the Army Navy Pro . 
duction Aword lor the Jed time © 1 languages and ways of life. In the postwar world, short weve aes 
frm, Holticentiars will build YOUR rediot soa 

" radio will be of utmost importance to everyone. Hallicraftets aoe 
wis 8 will again be the name to look to for the most advanced 


developments in radio. 


e, hallicrafters raoio a 


TO CUSTOMERS—Hallicrafters Co., Chicago, which has been advertising its 
equipment in radio and marine publications, turns to general magazines with 
this new color page, in a bid to potential short wave listeners. War demands 
take the company’s entire output now, but the new campaign will tell an insti- 
tutional story to the postwar market. Burton Browne, Inc., handles the account. 


CELEBRATE 'ROMANCE'—H. A. Hohman, left, and W. C. Beaumont, right, 

Beaumont & Hohman agency principals, help Commander Scott, radio commen- 

tator, celebrate his 8th consecutive year on the air. “Romance of the High- 

ways," for Pacific Greyhound Lines, is heard over 35 Mutual-Don Lee and 
Arizona Network stations. 


pientific Development 
in Paint Making Pi 


For the first time—by Pittsburgh's new “molecular-selection” process—o 
complex natural oll is “unblended™ to produce @ superior cif tor point mak- 
ing This is co major contribution to industry from the Pittaburgh Loboretories. 
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the Sun sells* 


Woman, say the poets, is a fickle, faithless and a 
changeful thing. 


Not so the women readers of The Chicago Sun. 
They are uncommonly faithful to this paper. 


It’s not the cool, impersonal faith that contents 


itself merely with buying the paper. It’s the quick- 
trigger response. . 


. the buying of what’s advertised 
in the paper. 


And that’s GOOD WILL IN ACTION. 


Consequently, Chicago’s successful Women’s Cloth- 
ing Store operators have made The Sun their Number 
One advertising medium.f 


Yes, again in the first two months of 1944 The 
Sun led a// Chicago newspapers in this important 
bellwether classification: 


First 2 months, 1944 


rere >. 
Tribune .........27.6% 
Times ..........-152% 
Her.-Am. ........13.7% 


News..(6 days).. 9.8% 
Total......100.0% 


TExcluding "Zone Advertising” which reaches only a fraction of a newspaper's 
circulation at a fraction of its regular rate. Source—Media Records 


tPercentage of total full- 
run women’s clothing 
store advertising linage 
in each Chicago news- 


paper. 


a 
“\~ 


If it’s woman’s eye you want to catch.. 
an’s heart you want to touch.. 


. wom- 
. woman’s mind 


you want to impress, then use The Sun. For— 


- Remember, there’s a new newspaper picture in 
Chicago. It’s this: 


1 You need The Sun in any newspaper combination to 
cover Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a relatively 
small expenditure. Actually, you can sell for less in The Sun. 


CHICAGO'S MORNING TRUTHpaper 


THE CHICAGO SUN 
sells 


400 W. Madison St., Chicago @ 250 Park Ave., New York 


National Representatives: 
THE BRANHAM COMPANY, NEW YORK: 230 Park Ave. « CHICAGO: 360 North Michigan Ave. 
Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 
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